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ABSTRACT 
There are thousands of different wine brands available and wineries have to build a 
relationship with their customers, a relationship that will create a long-lasting 
experience. The relationship starts with the first interaction they have with the winery 
(Alonso et al 2008:978). 
Visitors to the tasting room create the opportunity to build long-term relationships 
(O’Neill & Charters 2000:113; Nowak & Newton 2006:157), build and develop brand 
loyalty (Dodd & Gustafson 1997:43), increase wine sales (Gilinsky et al 2003:18), 
and improve cash flow (Jago & Issaverdis 2001:18). 
The subject of repurchasing intentions in the wine industry has attracted the attention 
of numerous researchers; in particular, the connection between winery visits, brand 
loyalty and post-visit consumer behaviour (Nella & Christou 2010:2). 
Nederburg is one of the most prestigious South African wine estates, with a deep-
rooted history in South Africa as one of the biggest wine brands. It is 100% owned by 
wine and spirits giant Distell and presents an ideal case for investigating the 
influence of the relationship between quality, customer satisfaction and price on 
repurchasing intentions in the South African wine industry. 
The purpose of this research was to determine whether the tasting room experience, 
in combination with a quality product, good pricing and customer-focused operations, 
leads to higher customer satisfaction and repurchase intentions. 
The present study indicates that the South African wine industry faces many 
challenges but it also highlights the various opportunities there are for wine estates to 
not only increase their sales but also to build long-lasting relationships with 
consumers. 
The study concludes with recommendations to the South African wine industry on 
how to improve their tasting room environment so that they can benefit from the 
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relationship between wine quality, wine price, customer satisfaction and repurchasing 
intentions.  
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CHAPTER 1  
BACKGROUND AND INTRODUCTION 
1.1. INTRODUCTION AND PROBLEM STATEMENT 
With the exponential growth in the number of wineries, there is a strong need for a 
competitive edge in the marketplace. The main goal for wine estates that choose to 
create visitor facilities such as tasting rooms should be to develop an on-going 
relationship with their visitors in order to establish brand loyalty (O’Mahony, Hall, 
Lockshin, Jago & Brown 2006:123:137). It is argued that when one visits a wine 
estate there is a powerful opportunity to create not only awareness but also familiarity 
and affection. Research conducted by the Wine Institute (2006) shows that winery 
visits are amongst the most significant sources of brand awareness; wine purchase 
decisions are made due to the connection made by the visitor to a winery’s brand 
story (Thach, Mason & Amspacher 2007). 
Visitors to the tasting room create the opportunity to build long-term relationships 
(O’Neil & Charters 2000:112-122; Nowak & Newton 2006:157), build and develop 
brand loyalty (Dodd & Gustafson 1997), increase wine sales (Gilinsky et al 2003) and 
improve cash flow (Jago & Issaverdis 2001:18). 
Customer satisfaction has a significant and positive effect on the profitability of a firm. 
Satisfied customers return to the winery, bring their friends and spend more on both 
wine and wine accessories than typical first-time visitors (Yeung, Ging & Ennew 
2002:25). 
With government investigating the possibility of banning alcohol advertisements on 
television, sports and other areas of media, it would become very difficult for a 
company like Distell to differentiate its brands from those of its competitors. Distell’s 
competitive advantage over its competitors has been their big marketing budgets 
which could be spent on television and printed media advertisements. They are also 
big spenders on sports advertising, a competitive advantage which Distell will lose. 
Distell have to find other ways of marketing and differentiating their brands from their 
competitors. 
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There are thousands of different wine brands available and wineries have to build a 
relationship with their customers, a relationship which will leave a long-lasting 
experience. Such a relationship starts with the first interaction they have with the 
winery (Alonso, Sheridan & Scherrer 2008:978). 
The problem statement for this study is thus to determine what impact the tasting 
room experience (with the end consumer in mind) at the Nederburg Wine Estate will 
have on repurchase intentions.  
1.2. LITERATURE REVIEW 
1.2.1. Background of the wine industry in South Africa 
The South African wine industry is extremely competitive and wine estates need to 
differentiate themselves from their competitors. The tasting room experience is 
becoming more important as a marketing tool, as this is the first point of contact 
between the customer and the wine estate. 
The South African wine industry produced 831.2 million litres of wine in 2011 
compared to 779.8 million litres in 2010, which is an increase of 6.6%. Domestic 
sales of natural wine increased slightly from 304.4 million litres in 2010 to 310.8 
million litres in 2011, which is an increase of a mere 2.1%. In contrast, the export of 
wine declined drastically from 370.9 million litres in 2010 to 350.4% million litres in 
2011, which is a decrease of 5.5%. The sales of fortified wine for both domestic and 
export markets remained stable and trended at 100% from 2010 to 2011. Sparkling 
wine is currently trending downwards; it saw major declines in both domestic and 
export sales from 2010 to 2011 (SAWIS 2012). See Annexure A. 
The number of private wine cellars increased drastically from 349 in 2002 to 505 in 
2011 (SAWIS 2012). This has led to intensified competition between the private wine 
cellars and made it difficult to differentiate the cellars and their brands from one 
another (SAWIS 2012).  
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1.2.1.1. The role of the wine industry in the South African economy 
In 2010, three billion 9-litre cases of wine were sold globally (Grootboom 2011:8). 
This amounts to 4 litres of wine consumed per capita globally. In South Africa, wine 
consumption varies between 5-10 litres per capita, and although higher than the 
global average, it is much less compared to France and Portugal, where wine 
consumption exceeds 30 litres per capita. Between 2007 and 2009, global wine sales 
decreased but there was a modest 2% growth from 2009 to 2010. This was mostly 
driven by emerging markets like China and Russia. Although the United States (US) 
currently represents the largest grape wine market with 12% of the market share in 
2010, it is expected to be overtaken by China in 2015 with 15% of the market share 
(Grootboom 2011:13-15).  
The wine industry in South African exists in a broader context. Brandy, which is one 
of South Africa’s major export products and spirit brands, represents a significant part 
of the South African wine industry, as it is produced from Chenin Blanc grapes. 
Grape juice and grape juice concentrate have been incorporated into the business 
models of new age wine farmers to tap into the non-alcoholic beverage market. Wine 
in the South African context encompasses natural, fortified and sparkling wine 
(SAWIS 2010). 
Research conducted by Geldenhuys in 2011, which represented four thousand wine 
producers, reported that the wine industry was declining and most producers were 
making losses due to various challenges ranging from input to production costs. In 
addition, the study found that wine estates were struggling more compared to private 
wine farmers who were not involved in production (Geldenhuys 2011:54).  
Logistics, labour and the institutional framework are weaknesses of the South African 
wine industry. Specific to logistics, South Africa is geographically distant from the 
major international wine markets. Total control of the distribution channel is lost due 
to the use of agencies for international marketing and distribution. A low level of 
strategic and market co-ordination exists between producers and exporters, which 
leads to the absence of a clear operational strategy to guide development in the 
industry. The flow of information from the market back to the producers on the farms 
is slow (Messenheimer, Karaan & Vink 2001). 
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1.2.1.2. Challenges of the South African wine industry 
The wine industry faces various challenges and common problems exist. Logistics, 
labour and the institutional framework are the three major weaknesses in the South 
African wine industry (Messenheimer et al 2001; South African Wine Council 2007). 
Each of these challenges will be discussed briefly. 
Logistics: 
Logistics embrace the entire value chain of the wine industry and influence its 
effectiveness. It includes the provision, maintenance and flow of information, labour, 
products, inventory and facilities throughout the value chain. The wine industry 
experiences the following logistical challenges: 
 South Africa is geographically distant from the key international wine markets. 
 Total control of the distribution channel is lost due to the use of agencies for 
international marketing and distribution. 
 A low level of strategic and market co-ordination exists between producers and 
exporters which leads to the absence of a clear operational strategy to guide 
the development of the industry. 
 The flow of information from the market back to the producers on farms is slow. 
 There is a need for an integrated value chain.  
 There is a need for mobilising knowledge, business acumen, capital and social 
involvement. 
Labour: 
The South African wine industry employs approximately 72 000 permanent 
employees, ranging from farm workers to employees involved with sales and 
distribution. This excludes all the seasonal workers and informal alcohol traders. The 
industry faces various challenges that affect the quality of the wine produced and 
make the industry internationally less competitive. The South African wine industry 
faces the following labour challenges: 
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 The wine industry is severely racially skewed.  
 The relationship between employers and farm labourers has not been 
formalised. 
 There is a lack of qualified wine makers. 
 A low level of human resource development exists within the wine industry. 
 Labour relations needs to be improved and human dignity needs to be fostered. 
 There is a need for security of tenure and development. 
Institutional framework: 
The South African wine industry has to comply with international agreements; 
therefore, the industry is required to comply with certain regulations. Alcohol-related 
products and activities will always be regulated by government; hence, the key 
question is whether regulations contribute to an internationally more competitive 
industry, or whether government obstructs international competitiveness. The South 
African wine industry faces the following institutional framework challenges: 
 Uncertainty exists regarding the government’s agricultural policy. 
 There is strict legislation governing the wine industry. 
 Strict legal requirements govern certification for local and international markets. 
1.2.2. Tasting room experience 
Research done by Hall, Sharples, Cambourne and Macionis (2000) found that there 
was general recognition of the benefit of wine tourism for wineries seeking to 
establish brand loyalty with consumers. Establishing brand loyalty with a winery 
visitor means developing an on- going relationship or connection after the winery visit 
(Fountain, Fish & Charters 2008:8). Achieving brand loyalty is to ensure that the 
experience of the winery is so memorable for the visitor that they will leave with a 
lasting emotional attachment to the brand. 
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The tasting room experience creates the opportunity to: 
 Build awareness. In the wine industry this is crucial as it offers more brands 
than any other FGCM category. It is also important to note that word of mouth is 
one of the most important marketing tools (Dodd 1995:25). By visiting the 
tasting room, brand awareness can be improved as customers can taste the 
wine before purchase and listen to the story of the brand (Dodd & Bigotte 1997). 
The wine experience also creates the opportunity to educate and convert 
customers to become enthusiastic “brand ambassadors” (Alonso et al 
2008:986). 
 Create loyalty and commitment. Nowak and Newton (2006:158) found that 
memorable tasting room experiences create a lasting emotional attachment 
between the brand and the visitor. 
 Create strong emotional connections and long-term relationships with 
consumers. The first visit to a winery can be seen as the beginning of a 
relationship, as it is an opportunity to create awareness, familiarity and affection 
(O’Mahony et al 2006:123-137). 
 Building a brands image, equity and impact on the wine marketing mix. The 
tasting room can be used as a marketing and branding tool for the wine 
products and impacts directly on the branding and marketing of the wine 
product (Alonso et al 2008:978). 
1.2.3. Customer satisfaction 
According to Kotler (2000), customer satisfaction is an individual’s feelings of 
pleasure or confirmation resulting from comparing the perceived performance (or 
outcomes) of shopping in relation to his or her expectations. Olivier (1980) theorises 
that satisfaction is positively associated with future intention, both directly and 
indirectly, via its impact on attitude. 
Complete customer satisfaction is only possible when there is full information about 
customer requirements in the hands of anyone and everyone who has influence on 
how they are met. There is a continuous spiral of increasing customer requirements 
and the need to meet and exceed their expectations (Asher 1989). 
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Customer satisfaction is important to the success of any business. Where companies 
cannot satisfy the needs of their customers they are most likely to lose market share 
to their rival. The cost involved in attracting new customers is five times higher than 
retaining existing customers due to the effort required to induce customers to switch; 
hence the emphasis on customer satisfaction. In the wine industry, the tasting room 
experience is critical to customer satisfaction. Satisfied customers provide favourable 
“word of mouth” to acquaintances and friends and are more likely to become repeat 
customers (Gomez 2010). 
Cina (1989) states that employees play a significant role in determining the level of 
service quality and ultimately customer satisfaction. He further argues that 
companies need to manage customer contact effectively where the desired outcome 
is a satisfied customer. 
1.2.4. Repurchase intentions 
Repurchase intentions have been closely linked to customer loyalty (Jiang & 
Rosenbloom 2005). Academics and practitioners have recognised the importance of 
loyal customers as they usually spend more and buy more frequently. They are also 
more resistant to competitors and promotions and are more likely to spread a positive 
message by word of mouth (Jiang & Rosenbloom 2005). 
Repurchase intentions, along with loyalty, willingness to pay a price premium, word 
of mouth and complaining are the five behavioural intentions described by Zeithaml, 
Berry and Parasuraman (1996).  
Butcher, Sparks and O’Callaghan (2002) found that the nature of personal interaction 
is critical and that social influence is related to repurchase intentions. 
Repurchasing intentions in the wine industry has attracted the attention of many 
researchers, especially the connection between winery visits, brand loyalty and post-
visit consumer behaviour (Nella & Christou 2010:2). 
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1.2.5. Service quality 
Charters and O’Neill (2001) highlight the importance of service quality. It is important 
and critical to the wine industry and there are clear and direct links with customer 
satisfaction. It is also believed that customer satisfaction will have an impact on 
future purchase decisions and long-term customer loyalty. 
It is essential to understand service quality and its importance to cellar door sales. An 
effective cellar door has three benefits for the winery or estate owner, namely the 
development of brand equity, distribution at a low marginal cost, and the chance to 
add value (Charters & O’Neill 2001). 
When making the most important purchasing decision, the “tangibles” of the wine 
such as price and taste are very important (Dodd 1995; Morris & King 1998). Good 
service quality has been highlighted in recent studies as a key factor in the visitors’ 
experience at a winery (O’Neill & Charters 2000). 
1.2.6. Distell Group Limited 
Distell Group Limited was formed through a merger of Distillers Corporation (SA) and 
the Stellenbosch Farmers Winery Group and is the tenth largest wine and spirits 
company in the world. Distell is Africa’s leading producer and marketer of spirits, 
ciders and fine wines that include the world famous brands of Klipdrift, Amarula, 
Savannah, Hunters, Nederburg, Durbanville Hills, The House of JC Le Roux, Two 
Oceans, Drostdy Hof and Oude Meester. Distell employs nearly 5 000 people 
worldwide and has an annual turnover of approximately R12.3 billion (Distell Annual 
Report 2010/2011). 
The majority shareholder in Distell is Remgro-Capevin Investments Ltd with 58% of 
the shareholding followed by SABMiller with 29%, with other investors holding the 
remaining 13% shares, which includes a BBBEE consortium in Wiphold Beverages 
(Pty) Ltd (Distell Annual Report 2010/2011). 
Distell is a vertically and horizontally integrated organisation and is involved in all 
areas of the wine value chain. 
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Nederburg is one of the most prestigious wine estates in South Africa. It has a deep-
rooted history and is one of the biggest wine brands in South Africa. Nederburg wine 
is exported to four continents worldwide but the estate is facing various challenges to 
sustain growth in the South African market. Nederburg was the official wine sponsor 
of the 2010 Fédération Internationale de Football Association (FIFA) World Cup and 
is also home to Masterchef South Africa (www.distell.co.za). 
1.3. OBJECTIVES OF THE STUDY 
1.3.1. Primary objectives 
The purpose of this research was to determine whether the tasting room experience 
in combination with a quality product, good pricing and customer focus operations 
leads to higher customer experience and repurchase intentions. 
1.3.2. Secondary objectives 
The following secondary objectives were identified for the study, namely: 
 to identify whether a positive customer experience leads to post-visit 
repurchase intentions. 
 to identify whether a combination of good pricing and a quality product at the 
tasting room will lead to post-visit repurchase intentions. 
 to identify the impact of the tasting room experience on the brand equity leading 
to repurchase intentions. 
1.4. CONCEPTUAL MODEL 
A positive customer satisfaction experience at the tasting room, product quality and 
price paid at the tasting room will lead to post-visit repurchase intentions by the 
visitors. Repurchase intention is the dependent variable and customer satisfaction, 
product quality and price are the independent variables. The independent variables 
can influence the dependent variable either positively or negatively. 
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FIGURE 1.1: 
CONCEPTUAL MODEL OF THE STUDY 
Source: Researcher’s own construction. 
The conceptual model describes the impact of customer satisfaction, product quality 
and pricing on the repurchase intention of the customer. A positive customer 
experience in combination with a quality product and fair pricing at the tasting room 
can lead to future purchases by the visitor. The opposite is also true: where the 
visitors are not satisfied, not happy with the quality of the product, or believe that they 
have not paid a fair price for the experience, they will not return and this will impact 
negatively on the visitors’ repurchasing intentions. 
1.4.1. Research hypotheses 
Three research hypotheses have been developed for this study, namely: 
H1: Customer satisfaction has an influence on repurchase intention. 
H2: Product quality has an influence on repurchase intention. 
H3: Pricing has an influence on repurchase intention. 
 
The above hypotheses will be tested statistically. 
Customer 
Satisfaction 
Product Quality 
Pricing 
Repurchase Intention 
H2 
 
H1 
H3 
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1.5. RESEARCH METHODOLOGY 
1.5.1. Setting 
In South Africa, the tasting room experience and its impact on repurchasing 
intentions have not been well identified or specified. There is a lack of information on 
tasting room experiences in South Africa and the challenges this creates for 
repurchase intentions. Research conducted by Green (2008) for the Cape Wine 
Academy states that a good experience for a consumer at a winery will not only build 
brand loyalty but will ensure positive word of mouth. It further states that the SA wine 
tourism industry needs information and resources on which to base its decisions. 
Currently it appears to have little of either (Green 2008). An interview with WineSA’s 
Paul Bannister indicates that the wine tourism industry in South Africa is still in a 
relatively immature stage of its development and it requires a significant investment 
in research and marketing (Green 2008). By using Nederburg wine estate as a case 
study, this project identified many of these challenges and subsequently formulated 
recommendations to address them. 
1.5.2. Research design 
The experiences of respondents who visited the Nederburg wine estate were 
researched to establish whether such visits led to customer satisfaction and 
repurchase intentions. Quantitative data was collected by means of the completion of 
questionnaires. 
1.5.3. Research sample and data collection 
The researcher made use of convenience sampling as a non-probability sampling 
technique. Non-probability sampling cannot give the researcher the same level of 
confidence as probability sampling does when drawing inferences about the 
population of interest from a specific sample (Smith, Thorpe & Jackson 2012). As a 
researcher, one does not always need a probability sample as it depends crucially on 
the objective of one’s research and, more specifically, on the kind of conclusion one 
wants to draw (Blumberg, Cooper & Schindler 2011). A non-probability sample is 
more useful where the researcher is not interested so much in the accurate size of an 
effect but rather in whether there is a positive or negative effect. This is very 
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important for research that employs concepts (variables) that do not know a common 
scale (Blumberg et al 2011).  
Convenience sampling involves selecting sample units on the basis of how easily 
accessible they are and is very common in the field of research (Smith et al 2012). It 
is generally used in exploratory phases with the main purpose being to prepare for 
the next step rather than to draw conclusions. They further state that in this context, a 
convenience sample can be sufficient; it presents the advantage of facilitating and 
accelerating the process of data collection. The results of convenience sampling may 
present evidence that is so overwhelming that a more sophisticated sampling 
procedure is unnecessary; the researcher might discover the responses so 
overwhelmingly one-sided that there is no need to continue gathering further 
information (Blumberg et al 2011). 
The researcher collected his data between the months of October 2013 and February 
2014 over weekends at the Nederburg Wine Estate. Questionnaires were completed 
by visitors to the tasting room but it excluded big tour groups. 
1.5.4. Data analysis 
Data analysis took place through the use of the statistical package SPSS. The 
reliability of the research instrument was tested by means of Cronbach Alpha 
coefficients and the validity was determined by means of exploratory factor analyses.  
Cronbach Alpha is a widely used indicator to test how well different items form one 
scale. It is the average correlation between all items corrected for the number of 
items. It can take values between -1 and +1 with a general rule of thumb that >0.7 
provides a good scale (Blumberg et al 2011). 
Exploratory factor analysis (EFA) is the statistical method used to uncover the 
underlying structure of a large set of variables. Its goal is to identify the underlying 
relationships between measured variables. It could also be described as orderly 
simplification of interrelated measures. According to Child (1990), exploratory factor 
analysis has been used to explore the possible underlying factor structure of a set of 
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observed variables without imposing a preconceived structure on the outcome. By 
performing EFA, the underlying factor structure is identified. 
The researcher also made use of regression analysis to determine relationships 
among the different variables of the conceptual model.  
1.6. STUDY OUTLINE 
This research report consists of seven chapters. 
Chapter 1: Introduction 
The research topic is contextualised through an introduction and problem statement. 
In addition, an overview on all the parties involved is provided. Finally, the various 
terms used in the dissertation are defined. 
Chapter 2: The South African wine industry 
The literature review addresses the theoretical basis of the tasting room and its 
experiences. This chapter then presents the objectives of and challenges facing the 
South African wine industry. 
Chapter 3: Discussion of the variables 
The variables of the study, namely customer satisfaction, product quality, pricing and 
repurchasing intentions, are discussed. 
Chapter 4: Research methodology 
In this chapter a description of the research methodology and an explanation of the 
use of statistical techniques is provided. 
Chapter 5: Empirical findings 
The results emerging from the research are presented and discussed.  
Chapter 6: Discussion of results  
In Chapter 6 a summary of the results of the study are provided and discussed. 
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Chapter 7: Conclusion and recommendations 
In Chapter 6 a summary of the study and comments on the main findings based on 
the experiences and perceptions of the research sample are provided. Finally, 
recommendations for future research are presented. 
1.7. CONTRIBUTION OF THE RESEARCH 
This study is the first empirical verification of the tasting room experience and its 
impact on repurchase intentions in the South African wine industry. The reason for 
this is that there is very limited literature available with regard to the tasting room 
experience and its impact on repurchasing strategies in a South African context. 
Various literature sources exist outside of South Africa and research has mainly been 
done in new world wine drinking countries like Australia and the US. Alonso et al 
(2008) have stated the importance of the tasting room experience for the Canary 
Islands wine industry similar to what Nowak and Newton (2006) have done for the 
US wine industry. Jago and Issaverdis (2001) explored the Victoria wine region in 
Australia to develop an accreditation system for their tasting rooms. The purpose of 
the research was to understand and evaluate the impact of customer service, product 
quality and price on the tasting room experience to establish whether it leads to 
repurchase intentions. Through this research, new knowledge from a South African 
perspective was created which will add value by identifying the following: 
 the impact of the tasting room experience on repurchasing intentions; 
 the impact of customer satisfaction, product quality and price on repurchasing 
intentions; and 
 whether the experience of customers in a South African context is similar or 
different from the rest of the world. 
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CHAPTER 2  
THE SOUTH AFRICAN WINE INDUSTRY 
2.1. INTRODUCTION 
After 1994 the South African wine industry went through a transformational change, 
with the end of sanctions precipitating strong growth in the demand for South African 
wine, not only on the local front but also internationally (NAMC 2002:3). 
The South African wine industry is very dynamic and has faced various challenges 
over the years but dealt with these successfully. Not only has it become the leading 
industry in the South African Agricultural sector, but it is also a major contributor to 
the tourism industry in South Africa (NAMC 2002:61). 
The South African wine industry is intensely competitive and wine estates need to 
differentiate themselves from their competitors. The number of private wine cellars 
has increased considerably, from 349 in 2002 to 509 in 2012 (SAWIS 2012). This 
has led to increased competition between the private wine cellars and made it difficult 
to differentiate the cellars and their brands from one another (SAWIS 2012), as can 
be seen in Table 2.1. 
TABLE 2.1: 
WINE CELLARS 
 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 
Producer 
cellars 
66 65 65 59 58 57 54 52 50 50 
Private wine 
cellars 
423 477 495 481 504 524 493 505 509  
Producing 
wholesalers 
18 21 17 20 23 23 26 25 23 21 
Source: WOSA (2013). 
The tasting room experience is becoming more important as a marketing tool as this 
is the first point of contact between the customer and the wine estate.  
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The South African wine industry produced 915.4 million litres of wine in 2013 
compared to 870.9 million litres in 2012, which is an increase of 5.2%. Domestic 
sales of natural wine increased slightly from 304.4 million litres in 2010 to 310.8 
million litres in 2011, which represents an increase of a mere 2.1%. In contrast, the 
export of wine declined drastically from 370.9 million litres in 2010 to 350.4% million 
litres in 2011, which is a decrease of 5.5%. The sales of fortified wine for both 
domestic and export markets remained stable and trended at 100% from 2010 to 
2011. Sparkling wine is currently trending downwards and saw a major decline in 
both domestic and export sales from 2010 to 2011 (SAWIS 2012). See Table 2.2.  
TABLE 2.2: 
WINE PRODUCED (MILLION GROSS LITRES) 
 2005 2006 2007 2008 2009 2010 2011 2012 2013 
Wine 628.5 709.7 730.4 763.3 805.1 780.7 831.2 870.9 915.4 
Distilling wine 129.2 147.9 146.4 166.5 122.1 113.3 107.2 121.8 140.7 
Source: WOSA (2013). 
2.2. INTERNATIONAL WINE MARKET 
The international wine market is complex because large quantities of wine are 
produced from numerous origins all over the world. There is an abundance of 
different producers; therefore, the marketing and management of a winery has 
gained substantially in importance. The international landscape of wine production 
and consumption has changed significantly with the “New World”, with wine countries 
such as Australia, South Africa, Chile, the United States of America (USA), New 
Zealand and Argentina challenging the “Old World” countries such as France, Italy, 
Spain, Germany and Portugal (Orth, Lockshin & d’Hautville 2007).  
The export of wine is also creating various challenges for South African wine estates. 
According to Mather (2004:481), the buying practices of various retailers in the 
United Kingdom (UK) create problems and challenges because they pass risks and 
costs down the value chain. They continually expect South African producers and 
agents to provide new product varieties and packaging. Their presentation demands 
and small, last-minute delivery requests create a burden of additional costs (Mather 
2004:481-482). He further states that exporters need to comply with various codes of 
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conduct which regulate the global food supply chain, and are a requirement for 
supermarkets in the UK. The codes include food quality, safety, agricultural practices, 
worker welfare, environmental responsibility and supplier relationships. 
The South African export market has expanded greatly over the years, with a total 
quantity of wine exported in 2013 of 517 million litres, compared to a very modest 
138 million litres in 2000 (see Table 2.3). South African wine farms export both 
packaged wine and bulk wine to various countries around the world, and had a 3.9% 
market share of the total world wine exports in 2011 (SAWIS 2013).  
TABLE 2.3: 
TOTAL SOUTH AFRICA EXPORTS 
Year Litres Trend 
1996  99 900 000 140 
1998 116 800 000 108 
2000 138 400 000 108 
2001 176 100 000 126 
2002 215 800 000 123 
2003 237 300 000 110 
2004 266 500 000 112 
2005 280 084 000 105 
2006 271 778 000 97 
2007 313 886 000 115 
2008 407 320 000 132 
2009 389 141 000 96 
2010 389 324 000 96 
2011 350 564 774 95 
2012 408 969 047 117 
2013 517 406 010 126 
Source: WOSA (2013). 
The export of wine has increased significantly the last two years, with the main 
markets being the UK, Sweden, Denmark, Germany and the Netherlands. South 
Africa is the eighth largest producer of wine, accounting for 3.6% of the total wine 
production in the world (SAWIS 2012: 27-34). The UK remains the largest market for 
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bottled South African wine, with a 22% market share of total exports, followed by 
Sweden and Germany with 12% and 10% respectively. The largest growth markets 
and opportunities in the export market are the African continent and other emerging 
markets (see Table 2.4 below): 
The survey conducted by PricewaterhouseCoopers in 2011 on South African wine 
producers confirmed that the participating cellars market the major portion of their 
produce locally for consumption or export by local buyers. The competitive global 
economic environment and the relative strength of the rand must be considered in 
any export decision (pwc:2012:4). 
TABLE 2.4: 
WINE EXPORTS BY COUNTRY (LITRES) 
Country 2003(%) 2009(%) 2010(%) 2011(%) 2012(%) 2013(%) 
UK 50 40 30 22 17 22 
Netherlands 19 9 9 10 10 8 
Sweden 7 14 14 15 14 12 
Germany 7 6 8 9 10 10 
Denmark 2 5 5 4 4 4 
Canada 2 4 4 4 5 4 
Belgium 2 2 2 3 3 3 
USA 3 4 4 5 6 6 
Finland 2 2 2 3 3 2 
Africa  2 4 6 8 12 
China    2 3 2 
All others 8 12 18 17 17 15 
 
2.3. BACKGROUND OF THE WINE INDUSTRY IN SOUTH AFRICA 
2.3.1. The role of the wine industry in the South African economy 
In 2010, three billion 9-litre cases of wine were sold globally (Grootboom 2011:8). 
This amounts to 4 litres of wine consumed per capita globally. In South Africa, wine 
consumption varies between 5-10 litres per capita, and although higher than the 
global average, it is much less compared to France and Portugal where wine 
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consumption exceeds 30 litres per capita. Between 2007 and 2009, global wine sales 
decreased but there was a modest 2% growth from 2009 to 2010. This was mostly 
driven by emerging markets like China and Russia. Although the US currently 
represents the largest still grape wine market with 12% of the market share in 2010, it 
is expected to be overtaken by China in 2015 with 15% of the market share 
(Grootboom 2011:13-15).  
The wine industry in South African exists in a broader context. Brandy, which is one 
of South Africa’s major export products and spirit brands, represents a significant part 
of the South African wine industry, as it is produced from Chenin Blanc grapes. 
Grape juice and grape juice concentrate have been incorporated into the business 
models of new-age wine farmers to tap into the non-alcoholic beverage market. Wine 
in the South African context encompasses natural, fortified and sparkling wine 
(SAWIS 2010). 
Research conducted in 2011, which represented four thousand wine producers, 
reported that the wine industry was declining and most producers were making 
losses due to various challenges ranging from input to production costs. In addition, 
the study found that wine estates were struggling more than private wine farmers 
who were not involved in production (Geldenhuys 2011:54).  
Logistics, labour and the institutional framework are weaknesses of the South African 
wine industry. Specific to logistics, South Africa is geographically distant from the 
major international wine markets. Total control of the distribution channel is lost due 
to the use of agencies for international marketing and distribution. A low level of 
strategic and market co-ordination exists between producers and exporters, which 
leads to the absence of an operational strategy to guide development in the industry. 
The flow of information from the market back to the producers on the farms is slow 
(Messenheimer et al 2001). 
2.3.2. Competitiveness of the South African wine industry 
Esterhuizen and Van Rooyen (2006:468-469) describe the competitiveness of the 
South African wine industry as a dynamic and involved process with focus on 
sustained growth produced by competitive activities. Long-term performance is 
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relevant in defining and describing competitiveness. Competitiveness could also be 
viewed as the ability to achieve sustainable growth within the global environment 
while earning at least the opportunity cost of returns on resources employed.  
Esterhuizen and Van Rooyen (2006:469) propose the following definition of 
competitiveness for the South African wine industry: “(Wine) industries and firms are 
competitive when they are able to deliver (unique) products at qualities and prices as 
good or better than their competitors; and they are able to attract sufficient 
investments of scarce resources such as capital, land, labour, technology, innovation 
and initiative and management from other competing economic activities”. 
In addition, Esterhuizen and Van Rooyen (2006:471) developed the Wine 
Competitive Index (WCI), which indicates how competitive South African wines are 
internationally. They state that the production of affordable high quality products, 
stringent regulatory standards in the industry, the present intense competition in the 
market, and the availability of internationally competitive local suppliers of primary 
inputs are the major success factors to the competitiveness of this industry. They 
also indicate negative influences on the competitive success of this industry as the 
strong rand, fluctuations in the exchange rate, trust in the political support system, 
competence of personnel in the public sector, crime, South Africa’s labour policy and 
the growth and size of the local market.  
Castaldi, Cholette and Hussain (2006) have defined South Africa as a country with a 
moderate competitive advantage compared to other wine countries. This highlights 
South Africa’s strong marketing economies of scale and moderate production 
economies of scale, but current domestic unrest has diminished its attraction for 
foreign investment and its ability to expand its home market. 
2.3.3. Challenges of the South African wine industry 
The wine industry faces various challenges and common problems exist. Logistics, 
labour and the institutional framework are the three major weaknesses in the South 
African wine industry (Messenheimer et al 2001; South African Wine Council 2007).  
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Research conducted by the NAMC (2002:5-6) have highlighted the following 
challenges: 
a) Foreign Direct Investments in the wine industry remain limited as they compete 
against new-world wine producing countries like Australia, New Zealand and 
Chile; 
b) The local South African wine market remains protected by high import tariffs but 
is not receiving any subsidies from the government, whilst their European 
counterparts are subsidised to a large extent; 
c) Various new trends in the international market are creating numerous 
challenges for the South African wine industry, e.g. the market power which 
supermarkets have in Europe, especially the UK. 
d) Very limited funds are available for research and development as the South 
African Wine Industry Trust (SAWIT) has limited resources and the support from 
government for research and development has also declined; 
e) Transformation in the industry remains a big challenge. Various efforts by the 
government and industry bodies have failed in recent years. 
Research conducted by PWC in 2013 with the CEOs of wine companies highlighted 
the following challenges for the South African wine industry: 
a) Electricity and water 
b) Increasing labour costs 
c) Cleaning and filtration 
d) Bottling and packaging 
e) Finance charges 
f) Ageing infrastructure 
g) Increase in regulation and tax 
h) Labour unrest in the industry. 
2.3.4. Key success factors in the wine industry 
Research conducted by Mora (2006:148) from the Bordeaux School of Management 
identified the following key success factors in the international wine sector: 
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 shortened logistics chain, simplified production and communications;  
 regulated production and integrated supply, production, marketing, 
communications and finance functions; 
 targeted value-added exports, focus on communication and hyper-
segmentation; and 
 reduced number of intermediaries between vineyard and point of consumption 
and moving closer to the market, product design, market price and a highly-
visible sales force. 
2.4. TASTING ROOM 
Marin and Miguel (2014:46) describe the tasting room as the first point of contact a 
visitor has with a wine estate. The tasting room and tasting room sales are critical to 
the success of a winery: Stonebridge Research found that 60% of the New York wine 
region sales take place during the tasting room visit (Marin & Miguel, 2014:46). They 
further state that a positive experience in the tasting room leads to a stronger 
customer relationship, even with customers that live far away from the winery. 
The tasting room forms an integral part of the marketing plan of especially smaller 
wineries (Fisher 2009:14). The tasting room of a winery is also used to educate 
visitors and convert them into loyal customers (Alonso et al 2008:63). For this 
reason, more wineries are promoting tasting room activities as this generates on-site 
sales and leads to repeat purchases (Olsen 2004:73). 
The tasting room performance is closely linked to the tourism industry, as visitors to 
the tasting room are not only interested in the wine but also in the overall visiting 
experience. Attributes like the appearance of the tasting room and its atmosphere will 
impact on the perception of the visitor (Marin & Miguel 2014:47). 
2.4.1. Tasting room experience 
Research by Hall et al (2000) found that there is general recognition of the benefit of 
wine tourism for wineries seeking to establish brand loyalty with consumers. 
Establishing brand loyalty with a winery visitor means developing an on-going 
relationship or connection after the winery visit (Fountain et al 2008:8). The authors 
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found that achieving brand loyalty is to ensure that the experience of the winery is so 
memorable for the visitors that they will leave with a lasting emotional attachment to 
the brand (Fountain et al 2008:9). 
The tasting room experience creates the opportunity to build awareness. In the wine 
industry, this is crucial; it offers more brands than any other FGCM category. It is also 
important to note that word of mouth is one of the most important marketing tools 
(Dodd 1995::22). By visiting the tasting room customers’ brand awareness can be 
improved as they can taste the wine before purchasing it and listen to the story of the 
brand (Dodd & Bigotte, 1997). The wine experience also creates the opportunity to 
educate and convert customers to become enthusiastic “brand ambassadors” 
(Alonso et al 2008:986). 
The tasting room experiences also create loyalty and commitment. Nowak and 
Newton (2006:158) have found that memorable tasting room experiences create a 
lasting emotional attachment between the brand and the visitor. 
Strong emotional connections and long-term relationships with consumers are also 
built through the tasting room experience. The first visit to a winery can be seen as 
the beginning of a relationship, as it is an opportunity to create awareness, familiarity 
and affection (O’Mahony et al 2006:123-137). 
Furthermore, the tasting room experience builds the brand’s image, equity and 
impact on the wine marketing mix: the tasting room can be used as a marketing and 
branding tool for the wine products and has a direct impact on the branding and 
marketing of the wine product (Alonso et al 2008:983). 
Various attributes have an impact on the tasting room experience, such as its 
atmosphere, the attitudes and characteristics of the wine pourers, ancillary services 
provided by the wine estate, and the attitudes of its employees. It is not only the price 
and quality of wine that affect the tasting room experience (Marin & Miguel 2014:45). 
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2.4.2. Tasting room and brand loyalty 
Wineries that decide to start a tasting room must strive to develop good relationships 
with their visitors in order to establish brand loyalty. Visitors make a connection with a 
winery when they visit their tasting room, therefore winery visits are a source of wine 
purchase decisions and brand awareness. Such visits create the perfect opportunity 
to generate affection, familiarity and awareness (Fountain et al 2008:9). Fountain et 
al (2008:9) add that brand loyalty normally starts with a purchase at the tasting room, 
followed by post-visit purchases, repeat visits and then positive word of mouth.  
2.5. WINE TOURISM 
Wine tourism is defined as tour visits to the wine estates/vineyards, wine shows and 
wine festivals (Hall & Mitchell 2000). Wine tourism has various economic benefits for 
the industry because it creates jobs, increases the value of agricultural goods and 
facilitates the restructuring of local regions. Research conducted by Macionis (1996) 
similarly defines wine tourism as visits to wineries, wine shows, festivals and 
vineyards. Wine tourism is important because travelling to a winery is often the 
visitor’s first experience of wine tasting, and therefore the winery, wine product and 
the visitor are important elements that form the wine tourism mix (O’Neil & Charters 
2000:112-122). 
Many wine estates are dependent on sales at the cellar door to survive. Research 
conducted by Carmichael (2005) found that 70% of wine tourism visitors would 
purchase wine at the wine estate. Wine tourists’ expenditure in South Africa 
constitutes 53.1% wine purchases; 26.1% food and restaurants; and about 8.3% gifts 
and curios (Tassiopoulos, Nuntsu & Haydam 2004:6). Wine tourism also creates the 
ideal opportunity for wine estates to educate their visitors about their brand and foster 
good relationships (Hall & Mitchell 2000). 
Wine tourism is closely aligned with wine regions, and the product’s place of origin is 
used as a business strategy (Thode & Maskulka 2007:276). Wine of origin is 
becoming very important for the South African wine industry, since the uniqueness of 
the South African Winelands was never legally protected. For a farm to have the 
status of wine of origin, for example wine of Stellenbosch or Paarl, on its label, it 
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must source all its grapes from that region. In other words, it confirms that the grapes 
were sourced from that region (WOSA:2013). Furthermore, for wine to have estate 
wine on their label it must be bottled on the estate and made with grapes from that 
specific farm (WOSA:2013). Therefore, the South African Tourism Board has divided 
the Winelands into various wine routes. Schamel (2006) states that visitors are 
prepared to pay more for wine from well-known wine routes. 
2.5.1. South African wine routes 
A wine route can be defined as a tourist route that connects several wineries or wine 
estates in a specific region and is characterised by its unique physical and natural 
attractions (Bruwer 2003:424). Bruwer (2003:424) adds that wine routes form an 
integral part of the wine tourism industry; they are roadways to the major attractions 
in wine tourism. Wine routes are regionally based; each wine route articulates its own 
attributes which are distinctive to its brand identity. Tourists can recognise the 
difference in wine and landscape between the different wine routes (Hall et al 2000). 
Bruwer (2003:428) highlights brand building, the wine region, origin of wine and the 
image of the winery as the most important factors for success. The first wine route in 
South Africa was established in 1971 when the Stellenbosch wine route was 
founded. Since then 15 more wine routes have been added and South Africa is seen 
as one of the wine countries with the best wine route infrastructure (Preston-Whyte 
2000).The Stellenbosch wine route remains the most influential and largest in the 
South African wine industry, followed by their neighbouring regions Franschoek and 
Paarl (Bruwer 2003:426).  
MAJOR PLAYERS IN THE SOUTH AFRICAN WINE INDUSTRY 
2.5.2. Distell Group Limited 
Distell Group Limited was formed through a merger of Distillers Corporation (SA) and 
the Stellenbosch Farmers’ Winery Group and is the tenth largest wine and spirits 
company in the world. Distell is Africa’s leading producer and marketer of spirits, 
ciders and fine wines that include the world-famous brands of Klipdrift, Amarula, 
Savannah, Hunters, Nederburg, Durbanville Hills, The House of JC Le Roux, Two 
Oceans, Drostdy Hof and Oude Meester. Distell employs nearly 5 000 people 
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worldwide and had an annual turnover of approximately R15.83 billion in 2013 
(Distell Annual Report 2013). 
The majority shareholder in Distell is Remgro-Capevin Investments Ltd with 58% of 
the shareholding, followed by SABMiller with 29% and other investors holding the 
remaining 13% shares, which includes a Broad-Based Black Economic 
Empowerment (B-BBEE) consortium in Wiphold Beverages (Pty) Ltd. (Distell Annual 
Report 2013). 
It is situated in Stellenbosch with 17 distribution centres in South Africa and four in 
Namibia as well as 27 Trade Xpress distribution outlets throughout South Africa, 
Botswana and Swaziland. Distell has various international offices in countries like 
Germany, France, UK, Singapore, Brazil, USA, and Taiwan which provide support to 
a network of agents in 82 countries. Distell also has a very strong African footprint 
with presence in most African countries, most notably Kenya, Tanzania, 
Mozambique, Angola, Ghana, Uganda, Nigeria and Zambia (Distell Annual Report 
2013). 
Distell’s main operations are in South Africa but they are also manufacturing and 
distributing their brands all over the globe in countries like Tanzania, Scotland, 
France, Kenya and Zimbabwe. In 2013, Distell acquired Burn Stewart distillers in 
Scotland and received wide media attention for their global ambitions. This followed 
on the acquisition of France cognac producer Bisquit in 2009 (Distell Annual Report 
2013). 
2.5.3. Background on Nederburg 
Nederburg is one of the most prestigious wine estates in South Africa. It has a deep-
rooted history and is one of the biggest South African wine brands. Nederburg wine 
is by far South Africa’s most decorated name in wine, having won more accolades 
and prizes than any other wine estate in South Africa. Nederburg was the official 
wine sponsor of the 2010 FIFA World Cup and is home to Masterchef South Africa 
(Distell Annual Report 2013). 
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Nederburg offers a four-tier range of wine that caters to a range of customers from 
wine connoisseurs to everyday options for every individual.  
The Nederburg wine auction is the biggest and most famous wine auction in South 
Africa. The auction celebrated its 40th birthday in 2014 and has grown in stature and 
prestige over the years (Distell Annual Report 2013). 
2.5.4. Koöperatieve Wijnbouwers Vereniging van Suid-Afrika (KWV) 
KWV started out as a co-operative in 1916 and was registered as a company in 
1918. Today it is one of the leading wine and spirit companies in South Africa and 
has developed into a global player with over 100 brands. Famous brands include 
KWV wine and brandies, Laborie and Roodeberg. Their high-quality wines and 
brandies received more than 300 awards in 2013. KWV make use of various partners 
to export their wines to over 100 countries. They are based in Paarl and source most 
of their grapes in that region (www.kwv.co.za).  
2.5.5. Douglas Green Bellingham (DGB) 
Douglas Green Bellingham is one of the biggest independent wine and spirits 
producers and distributors in South Africa. Although formally founded in 1990 through 
a merger of Boschendal and Bellingham, their history goes back more than 300 
years: both Boschendal and Bellingham were established in the late 1600s. Famous 
brands of Douglas Green Bellingham (DGB) include Boschendal, Bellingham, 
Douglas Green wines, Franschhoek Cellar, Legacy, Tall Horse, The Saints and The 
Beachhouse. They are based in Wellington and source most of their grapes in that 
region, although they have big distribution warehouses throughout South Africa 
(www.dgb.co.za).  
2.5.6. Robertson Winery 
Situated in the Boland region, the Robertson Winery was started in 1941 and named 
after the town Robertson, in its turn named after Dr William Robertson, a Scottish 
minister who arrived in South Africa in 1822. The Robertson Winery is run on the 
basis of a co-operative with dedicated grape-growing families. There are currently 
2400 hectares under vine by 35 families. All wine is produced under the Robertson 
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label but there is a wide variety in different types of packaging from glass to Bag in 
Box (www.robertsonwinery.co.za) 
2.6. ATTRIBUTES AFFECTING WINE CHOICE 
Corduas, Cinquanta and Levoli (2013) have identified the following attributes 
affecting wine choice: 
TABLE 2.5: 
WINE ATTRIBUTES 
Wine attributes Wine attributes 
Grape variety Colour 
Region of origin Drink’s pleasantness 
Protected geographical status Food-pairing 
Producer Wine features described by label info 
Wine complexity or taste Bottle shape 
Aroma/bouquet Brand name and label aspect 
Alcoholic degrees Quality-price ratio 
 
Relationship marketing is very important in the wine industry as the development of 
relationships with customers is critical to the success of any business. Kotler, Bowen 
and Makens (1999) describe relationship marketing as the process of creating, 
maintaining and enhancing strong relationships with customers. The wine industry 
has specifically highlighted the importance of relationship marketing. Ali-Knight and 
Charters (1999) note that wine education is a way of developing those relationships. 
Beatty, Mayer, Coleman, Reynolds and Lee (1996) highlight the following attributes 
for the development of relationships for wineries: 
 The benefits must outweigh the costs. 
 The maintenance of the relationship in a retail environment is dependent on the 
sales associate. 
 The retailer must understand the customer and their needs. 
 The winery must understand that relationships develop over time. 
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 Trust is critical to the development of the relationship. 
 Management of the winery must be committed to developing relationships. 
2.7. SUMMARY 
The South African wine industry is extremely competitive and faces various 
challenges. Major players dominate the local market, which makes it even more 
difficult for smaller players to compete. The industry competes internationally, so 
tasting rooms are becoming a very important tool as part of the marketing strategy. 
Wine tourism has become a big contributor to the Gross Domestic Product (GDP) of 
the country, hence the increased focus on the wine industry. 
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CHAPTER 3  
DISCUSSION OF THE VARIABLES 
3.1. INTRODUCTION 
This chapter discusses the three independent variables, namely customer 
satisfaction, quality and price, as well as the dependent variable repurchasing 
intentions. 
3.2. CUSTOMER SATISFACTION 
According to Kotler (2000), customer satisfaction is an individual’s feelings of 
pleasure or confirmation resulting from comparing the perceived performance (or 
outcomes) of shopping in relation to his or her expectations. Olivier (1980) theorises 
that satisfaction is positively associated with future intention, both directly and 
indirectly via its impact on attitude. 
Customer satisfaction can be described as an evaluation rendered that the 
consumption experience was at least as good as it was supposed to be (Hunt 
1977:495). Similarly, Oliver (1997) describes customer satisfaction as an overall 
evaluation process of the discrepancy between the expectations for consumption 
experiences and the corresponding actual product and/or service performance. 
Various researchers have agreed that customer satisfaction in combination with other 
variables is playing a critical role in customers’ post-purchase behaviours and 
decision-making processes (Kim, Han & Lee 2001; Ranaweera & Prabhu 2003; 
Perugini & Bagozzi 2004). Complete customer satisfaction is only possible when 
there is full information about customer requirements. There is a continuous spiral of 
increasing customer requirements and the need to meet and exceed their 
expectations (Asher 1989). 
Customer satisfaction is important to the success of any business. Where companies 
cannot satisfy the needs of their customers they are most likely to lose market share 
to their rival. The cost involved in attracting new customers is five times higher than 
retaining existing customers due to the effort required to induce customers to switch, 
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and hence the importance of customer satisfaction. In the wine industry, the tasting 
room experience is critical to customer satisfaction. Satisfied customers provide 
favourable “word of mouth” to acquaintances and friends and are more likely to 
become repeat customers (Gomez 2010). It is important for wineries to ensure that 
visitors have a satisfactory experience when they visit their wineries because it 
create loyal customers who recommend the winery to their family, friends and 
colleagues (Gomez & Kelley 2013:14). In this regard, Cina (1989) states that 
employees play a significant role in determining the level of service quality and 
ultimately customer satisfaction. He further argues that companies need to manage 
customer contact effectively, where the desired outcome is a satisfied customer. 
3.2.1. Customer satisfaction in the wine industry 
Gitman and McDaniel (2005:42) highlight customer satisfaction as a key differentiator 
for wineries and it is becoming a key element of their business strategies. It has been 
found that the tasting room experience is having a strong influence on customer 
satisfaction, tasting room sales and repurchase intentions (Shapiro & Gómez 
2014:45). As stated by Gitman and McDaniel (2004:43), customer satisfaction has 
become a key differentiator for wineries and forms a key part of their strategy. 
Customer satisfaction is critical to the success of a wine estate as the tasting room 
experience has a major influence on customer satisfaction, which in turn has an 
influence on repurchasing intentions. Gomez & Kelley (2013:13) highlights the 
importance of identifying the key attributes which drive customer satisfaction as these 
help wine estates to make profit-maximising decisions. Key attributes include the 
perception of price and wine quality, the tasting room atmosphere, services provided 
by the winery, attitudes of the staff, characteristics and attitudes of the wine pourers, 
amongst others. The above-mentioned attributes can be described as: 
Perception of price. Maxwell and Comer (2010:375) define price as what people have 
to pay to get a service or a product. This includes time, energy and cost incurred. 
Wine quality. The quality of wine involves great complexity and is mainly divided into 
extrinsic and intrinsic dimensions (Jover, Montes & Fuentes 2004). 
32 
The tasting room atmosphere. The atmosphere in the tasting room creates the 
opportunity to connect emotionally with customers and to build long-lasting 
relationships (O’Mahony et al 2006:123-137). 
Service provided by the winery. This relates to the various services the winery has to 
offer their visitors (O’Mahony et al 2006:123-137). 
Attitude of the staff. Staff and their interaction with the visitors are critical to the whole 
experience. Staff should be knowledgeable and interactive. 
Gitman and McDaniel (2004:45-46) highlight customer satisfaction as a key 
differentiator for wineries and it is becoming a key element of their business 
strategies with specific reference to brand image. Loureiro and Kaufmann (2012:332) 
describe brand image as the associations linked to the brand that consumers hold in 
their memory. Carrol and Ahuvia (2006) highlight the difference between customer 
satisfaction and brand image and explain that although these are different constructs, 
being satisfied with a wine product can lead to a customer loving the brand and this 
is where brand love is developed for the brand. Closely linked with brand image is 
brand loyalty. Brand loyalty can be described as the commitment of a customer to 
repurchase a preferred good or service. Brand loyalty can only be developed where a 
customer experiences true customer satisfaction (Loureiro & Kaufmann 2012:333). 
3.2.2. Customer satisfaction and profitability 
There is a correlation between the revenue and cost effects associated with 
repurchase intentions and an increase in loyalty. This has caused many researchers 
to identify a positive link between customer satisfaction and profitability (Yeung et al 
2002:27). 
3.3. PRODUCT QUALITY 
Wine is a product that is appreciated for its quality, its attractive aromas and taste. 
Wine has a wide range of possible flavour characteristics and can be described as 
intense and rich or light and subdued in flavour, especially if compared to other 
drinking products. When comparing wine to other beverages, it is more than just a 
drink: there are learning and intellectual components in appreciating the wine. Novice 
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wine drinkers will learn more about wine and its varietals with each experience; they 
will learn that there is a range of flavours available from one varietal due to different 
wine growing regions and different winemaking techniques (Latley, Bramley, Francis, 
Herderich & Pretorius 2002:31). Latley et al (2002:31) further state that “there are 
often fascinating intellectual and emotional aspects of wine appreciation but the main 
question remains as with all drinks and food, how much do I like this wine?” 
Latley et al (2002:31) mention that “the term quality as described by the International 
Standards Organisation is the degree to which a set of inherent characteristics fulfils 
requirements”. When considering the inherent characteristics of wine, one can 
distinguish between its sensory properties and non-sensory properties. Sensory 
properties refer to the appearance of the wine in the glass: how it smells and, more 
importantly, how it tastes. Non-sensory properties refer to its price, the brand’s 
reputation and familiarity, bottle shape and packaging. Therefore, it is of utmost of 
importance for winemakers to determine upfront what are the sensory characteristics 
that consumers value most (Latley et al 2002:31). The authors continue that one of 
the biggest challenges for the wine industry is that the consumers cannot easily state 
what characteristics they like or dislike in a wine. Churchill and Surprenant (1982) 
define quality as attribute performance or belief statements. The core feature of a 
wine product is its quality, since wine making is seen as an art and most wine 
estates, especially the smaller ones, focus on quality instead of high volumes for 
everyday wine (Scott 2008:4).  
The quality of wine involves great complexity and is mainly divided into extrinsic and 
intrinsic dimensions (Jover et al 2004). Intrinsic dimensions refer to the physical 
attributes of the wine, in other words its taste and appearance. Extrinsic dimensions 
refer to the actual product but are not physically part of it and consist of 
characteristics such as price and the brand of the wine (Navajas, Campo, Sutan, 
Ballester & Valentin 2013:44). A number of cues may influence the perception of the 
wine; therefore, the purchase decision for wine is much more complex, compared to 
other products (Lockshin & Hall 2003). The importance of the origin of wine also 
plays an important role in wine quality formation and the purchasing decision 
(Martinez, Molla-Bauza, Gomis & Poveda 2006). Relevant to origin is where the wine 
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is bottled. Estate-bottled wine is seen as of a better quality than cooperative wine 
(Humbert & Jacket 2010). 
There is a positive correlation between quality performance and repurchase loyalty, 
therefore Olsen’s model (2002:245) is structured in such a way that satisfaction acts 
as a mediator between quality and loyalty. Quality thus has an indirect influence on 
loyalty through satisfaction, as indicated in Figure 3.1. 
 
 
 
FIGURE 3.1: 
THE SATISFACTION-LOYALTY MODEL 
Source: Olsen (2002:245). 
3.3.1. Role of reputation  
Reputation plays a very important role in how consumers form rational expectations 
on the quality of the product and this is mostly based on the quality of the goods 
produced in the past (Shapiro 1983). The label of the product is also seen as a sign 
of quality and it helps to differentiate products (Ali & Nauges 2007:91).  
A good example is the Bordeaux wine region in France, where producers set wine 
prices before the opening of the primeur market. The challenge for wine buyers is 
that they are not fully informed about the quality of the wine, as the wine is not 
finished by the time of the primeur sales. Wine buyers base their decisions on the 
reputation of the specific chateau and current climatic conditions; they assume that if 
the quality of the wine was good in the past, it will be good again (Ali & Nauges 
2007:91). Shapiro (1983) defines reputation as the quality of the wine produced in 
past years which they measure by grades attributed to the chateau for previous 
vintages and the quality of the wine. The research by Ali and Nauges (2007:93) 
found that the pricing behaviour of producers during the primeur sales depends 
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heavily on the reputation of the specific chateau and more specifically on their 
ranking in the old quality classification system. As mentioned above, producers set 
the prices of the wine before the opening of the primeur market, on the assumption 
that owners know the future quality of their wine and therefore the primeur prices are 
purely based on the quality of the wine (Ali & Nauges 2007:93). The customers who 
buy the wine are not fully informed about the quality of the wine, as the wine is not 
finished yet. They have to depend on the reputation of the chateau and the climatic 
conditions during the year. 
3.3.2. Wine evaluation 
The decision-making process of what wine to buy can be quite daunting when based 
on considerations of wine quality. This is due not only to the wide range of wine 
available but also to viticulture and winemaking practices which impact on the 
character, style and the context in which the wine will be consumed (Gawel & Goden 
2008:1) For this reason most consumers rely on the opinion of wine experts and their 
evaluation of the wine. The evaluation of wine quality is done by wine experts as their 
training and experience enable them to evaluate the wine and decide whether it 
typifies wine from the region, variety and style that it represents. Wine experts will 
also agree on what sensory aspects contribute positively or negatively to the overall 
quality of the wine (Gawel & Goden 2008:1). 
Expert guidance can take the form of an individual opinion, through either a quality 
score (usually out of 100 or 20), description or quality range rating (designated by 
star ratings). Some consumers also make use of the evaluations of wine shows 
which are based on combined quality ratings of a group of expert wine tasters (Gawel 
& Goden 2008:1). 
Similarly, wine gets evaluated at wine shows, and by magazines and wine guides but 
most critics are of the opinion that there is a lot of bias and subjectivity involved in the 
evaluation of wine (Scott 2008:4). According to Priilaid (2007), sighted evaluation has 
a bigger effect on the wine than blind evaluation. Wine evaluation is very important 
and will continue in the future, while the grading of wine will continue to be a 
contentious issue (Scott 2008:4).  
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3.4. PRICE 
Maxwell and Comer (2010:375) define price as what people have to pay to get a 
service or a product. This includes energy, time and money, where the money part 
refers to commission and dividends, the selling of the goods, rents and wages 
(Maxwell & Comer 2010:376). 
3.4.1. Price fairness 
Maxwell and Comer (2010:375) describe price fairness as the price accepted as fair 
by the customer, adding that it will still be perceived as fair if it is deemed socially 
acceptable. The Rutte and Messick model highlights personal components and social 
components of price fairness. The personal components are the customers’ 
evaluation of the economic magnitude of the price: customers expect a price that is 
the same or similar to the last time a purchase was made. The social component is a 
customer’s perception of whether the change in price is acceptable and whether the 
outcomes impact others in the social system. Maxwell and Comer (2010:376) state 
that after the change in price people focus on the underlying reasons for the change 
in price. If the reasons are deemed socially unfair, negative responses will intensify. 
Where it is found that no social norms are affected, the negative reactions may be 
reversed and the change in price can be deemed fair. 
3.4.2. Price in the wine industry 
Various researchers (Oczkowski 2001; Lockshin, Wade, D’Hauteville & Perrouty 
2006) have found that wine prices depend on the quality, reputation and objective 
characteristics of the wine (Lockshin, Jarvis, D’Hauteville & Perrouty 2012:168). 
Similarly, Casey (1995:189) identified that price was very important in wine 
purchasing. This is further supported by Jenster and Jenster (1993), who stipulate 
that price is an overriding criterion in making the purchase decision among European 
wine consumers. 
Lockshin et al (2006:168) further state that price is also an indication of the quality of 
the wine. This is even more important in the wine industry, as in most cases the wine 
cannot be tasted before the actual purchase. When purchasing wine, price is also 
used to overcome perceived risk. Furthermore, Oczkowski (2001) found that the 
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price of the wine is determined by the reputation of the producer, vintage of the wine, 
grape variety and from where the grapes for the wine were sourced.  
The large retailers in South Africa – Makro, Pick ’n Pay and Ultra Liquors – publish 
quarterly wine catalogues with purchase recommendations based on the price-quality 
relationship of each wine cited (Priilaid & Van Rensburg 2012:3).  
3.4.3. Impact of customer involvement on wine prices 
The role of involvement is very important in the wine industry, where low-involvement 
customers focus more on the gold medals awarded to wines, while high-involvement 
customers use price as a positive cue. High-involvement customers will spend a lot 
more money on wine; they will even buy wine from other regions that they do not 
know (Lockshin et al 2006:176). 
3.4.4. Willingness to pay 
Willingness to pay can be defined as the maximum price a customer or buyer is 
willing to pay for a product or service (Didier & Lucie 2008). Research conducted by 
Barber et al (2012) investigated what wine consumers were willing to pay for 
environmentally friendly produced wines. Their sample consisted of 120 participants 
who completed an online questionnaire and had been consuming wine for 22 years 
on average. In the second phase of the study, the participants were asked to 
evaluate wines and indicate their willingness to pay for the wines under three 
information conditions: a blind tasting, just showing them the label, and seeing the 
bottle of wine whilst tasting. The study found that there was a significant difference in 
the three information conditions. They also found that when tasting wine the impact 
of external information was a lot greater than the impact of sensory characteristics 
(Barber et al 2012).  
Price tiers in wine purchasing are very important, as the price level at which the wine 
is offered is a very important product attribute. Wine consumers tend to buy wine 
from different categories or price tiers depending on the occasion. Prices from a 
lower tier for inexpensive wine might be suitable for normal home consumption, but a 
higher quality wine from a higher price tier will be bought for formal occasions or 
entertainment of guests (Romaniuk & Dawes 2005). Consumers also see price tiers 
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as an indication of quality, where higher price tiers are associated with high quality 
and lower prices are associated with lower quality (Romaniuk & Dawes 2005). 
The judgement of gurus and experts is very important in markets like the art market, 
music, movies and, most importantly, the wine market (Ali et al 2008). Good reviews 
lead to higher prices and poor reviews will have the opposite effect. This becomes 
very important especially where consumers are unable to judge the wine for 
themselves and depend on the judgement of wine connoisseurs (Dubois & Nauges 
2005; Jones & Storchmann 2001).  
Oczkowski (1994) was one of the first authors to apply hedonic price theory in the 
wine industry. He identified the following characteristics or attributes that significantly 
influence wine prices: (a) sensory, (b) objective, (c) climatic, and (d) chemical. 
Objective characteristics are what is observable to the consumers, such as the label 
of the wine, grape variety, wine region and vintage. Sensory attributes include the 
firmness, body and aromatic intensity of the wine which are subjectively assessed, in 
most cases by a panel of wine experts. The influence of weather on grapes during 
wine production is referred to as the climatic attributes. Chemical attributes include 
the technical measures of the wine, such as level of acidity, sugar levels and 
alcoholic content (Oczkowski 1994). Research conducted by the University of 
Stellenbosch and the Bureau for Economic Research investigated hedonic wine 
prices for wine in the Stellenbosch wine region. They found that the quality and age 
of red wine from the Stellenbosch wine region are relevant in accounting for price 
deviations from average red wine prices. In the case of white wine, it was found that 
blind wine ratings and white wine varieties do not significantly influence the average 
price of white wine but that certain regions of production in the Stellenbosch area are 
relevant in accounting for deviations from average white wine prices (Lutzeyer 2008). 
3.5. REPURCHASE INTENTIONS 
Repurchase intentions can be described as the decision made by a customer to 
repurchase from a business or service provider based on their past experience with 
that business or service provider (Petersen 2008:557). Repurchase intentions are 
defined by Hellier, Geursen, Carr and Rickard (2003:1764) as “the individual’s 
judgement about buying again a designated service from the same company, taking 
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into account his or her current situation and likely circumstances”. Petersen 
(2008:557) adds that the decision to repurchase is based on the perception of value 
from interaction with that specific business and an expectation of a future business 
relationship with that business.  
Repurchase intentions have been closely linked to customer loyalty (Jiang & 
Rosenbloom 2005). Academics and practitioners have recognised the importance of 
loyal customers as they usually spend more and buy more frequently. Similarly, 
Zboja, Clay and Voorhees (2006:383) have found that loyalty and repurchase 
intentions are closely linked; loyal customers will always come back for a specific 
product or service. They are also more resistant to competitors and promotions and 
are more likely to spread a positive message by word of mouth (Jiang & Rosenbloom 
2005). 
Repurchase intentions, along with loyalty, willingness to pay a price premium, word 
of mouth and complaining are the five behavioural intentions described by Zeithaml 
et al (1996). Various researchers have highlighted the significance of quality, 
switching cost, satisfaction and commitment in explaining repurchase intentions, 
since it is not possible for customers to experience a certain level of satisfaction, 
service quality, switching cost or commitment before they actually experience the 
product or service (Han & Ruy 2009:787). 
Butcher et al (2002) found that the nature of personal interaction is critical and that 
social influence was related to repurchase intentions. In addition, Roest and Pieters 
(1997) found that satisfaction and attitude are major antecedents of repurchase 
intentions (Hellier et al 2003:1764). 
Riviezzo, De Nisco and Garafano (2011:3) identified six phases in the buying 
process of wine which lead to repurchase intention: 
1) The perception of need. There are various needs to buy wine: social (prestige 
or reasons of status), utilitarian (it is good for my health), and the experimental 
and cultural experience (personal gratification). 
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2) The search for information. This is the action potential customers take to get 
information on what wine to buy. They can make use of personal sources 
(friends and family), empirical sources (your previous experiences at a winery), 
commercial sources (such as promotions, and advertising) and public sources 
(for instance books and films). 
3) The evaluation of alternatives. This is where the decision is made about what 
wine to buy (red, white, sparkling, and so on.) and its origin (imported wine, 
regional wine, national wine, and so on). 
4) The purchase decision. Here the customer decides where he or she wants to 
buy the wine, at the winery, supermarket, restaurant, and so on. The factors 
that will influence that decision are the origin, quality and price of the wine. 
5) The past use of the product. In this step, the overall enjoyment of the wine is 
very important. It relates to the way the wine is experienced by the consumers. 
6) The past post purchase behaviour. If the consumers are satisfied with the wine, 
it will lead to repurchase intentions. 
3.5.1. Word of mouth 
Word of mouth is closely linked to repurchasing intentions, described as the 
evaluation of a supplier’s performance or product and sharing it with other people 
(Petersen 2008:556). Winery visitors are the most important source of word of mouth 
for any wine estate as they can influence their family and friends about their 
experience at the winery (Dodd 1999:22). Dodd adds that word of mouth is by far the 
most powerful information to be shared as repeat visitors will bring their family and 
friends along with their next visit or they will share their experience for them to come 
on their own (Dodd 1999:25). 
3.5.2. Repurchasing Intentions in the wine industry 
Repurchasing intentions in the wine industry have attracted the attention of many 
researchers in the past, especially the connection between winery visits, brand 
loyalty and post-visit consumer behaviour (Nella & Christou 2010:2). Loureiro and 
Kaufmann (2012) have found that where wine consumers are satisfied with a wine 
brand and the brand image they are more likely to buy the wine, give advice about 
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the wine and encourage others to buy the wine. They have also found that the love of 
a wine brand is a good predictor of loyalty and recommendation. They add that those 
with a passion for a certain brand will return to buy it again and suggest that others to 
do the same (Loureiro & Kaufmann 2012). Furthermore, research conducted by 
Fountain et al (2008:16) found that after a visit to a winery visitors are more likely to 
recognise the label or brand on the shelves of retail outlets or wine lists in 
restaurants. Fountain et al (2008:16) further state that younger visitors to wine 
estates who do not have previous knowledge or exposure to wine would be more 
comfortable in buying a wine they have previously tasted at a wine estate. 
There is a big difference between repeat visitors to a wine estate and first-time 
visitors to the wine estate. Repeat visitors will spend more money on wine and wine 
accessories compared to first-time visitors. Dodd (1999:23) found in the New York 
wine region that repeat visitors spend on average $31.75 compared to $20.43 of first-
time visitors. Dodd (1999:23) adds that repeat visitors to wine estates plan their trips 
well in advance whilst first-time visitors make an impulse decision to come to a 
winery as they may happen to be in the area or are visiting something else. Repeat 
visitors are also more likely to pass on positive information about the winery 
compared to first-time visitors (Dodd 1999:23). Find below Table 3.1 stipulating the 
differences between repeat visitors and first-time visitors. 
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TABLE 3.1: 
DIFFERENCES BETWEEN REPEAT VISITORS AND FIRST-TIME VISITORS  
Variable Repeat Visitor First-time Visitor 
Product involvement Wine is more important Wine is less important 
Timing of visit decision Decided earlier to visit Decided later to visit 
Number of wines tasted Tasted fewer wines Tasted more wine 
Rated taste Tasted fewer times Tasted more 
Rated price Lower priced Higher priced 
Rated overall quality Better quality Less quality 
Attitude before winery visit More positive Less positive 
$ Spent on wine per person $25.04 $16.52 
% Spent on souvenir items $6.71 $3.91 
Gender . . 
Age . . 
Education . . 
Income . . 
$ Spent on wine per person . . 
Number of bottles per month . . 
*Gender, Age, Education, Income, Spent on wine per person and number of bottles per month: there 
is no difference between repeat visitors and first-time visitors. 
Source: Dodd (1999:24). 
Repeat visitors in the wine industry can be very influential by persuading their friends 
and family. Find below in Figure 3.2, depicting the circle of influence of a winery 
visitor. 
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FIGURE 3.2: 
CIRCLE OF INFLUENCE OF WINERY VISITOR  
Source: Dodd (1999:25). 
3.6. SUMMARY 
In this chapter, the three independent variables, namely customer satisfaction, quality 
and price, have been discussed. In addition, the chapter has also dealt successfully 
with the dependant variable repurchasing intentions. The following chapter will 
discuss the research methodology followed in this study. 
 
First-time visitor decides to 
visit after learning about the 
winery from friends and family 
Visit to the winery to learn 
about the winery and taste 
wines 
Wine and souvenir 
purchases 
Display of winery logo and 
sharing wine with friends 
reinforce brand image 
Winery newsletters, press 
releases, etc. act as 
reminders 
Sharing of information about 
the winery with people who 
haven’t been 
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CHAPTER 4  
RESEARCH METHODOLOGY 
4.1. INTRODUCTION 
This chapter will focus on the research methodology and research design that was 
used to meet the research objectives whilst the previous chapters provided a 
theoretical study of the research. 
In South Africa, the tasting room experience and its impact on repurchasing 
intentions have not been identified. There is a lack of information on tasting room 
experiences in South Africa and the challenges it creates for repurchase intentions. 
The SA wine tourism industry needs information and resources on which to base its 
decisions (Green 2008:13). 
4.2. RESEARCH VARIABLES 
4.2.1. Repurchase intentions 
Repurchase intentions can be described as the decision made by a customer to 
repurchase from a business or service provider based on their past experience with 
that business or service provider (Petersen 2008:557). Repurchasing intentions in 
the wine industry have received the attention of many researchers in the past, 
especially the connection between winery visits, brand loyalty and post-visit 
consumer behaviour (Nella & Christou 2010:2). 
4.2.2. Customer satisfaction 
According to Kotler (2000), customer satisfaction is an individual’s feelings of 
pleasure or confirmation resulting from comparing the perceived performance (or 
outcomes) of shopping in relation to his or her expectations. Gitman and McDaniel 
(2004:76) highlight customer satisfaction as a key differentiator for wineries and it is 
becoming a key element of their business strategies. 
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4.2.3. Product quality 
Churchill and Surprenant (1982) define quality as attribute performance or belief 
statements. The core feature of a wine product is its quality, since wine making is 
seen as an art and most wine estates, especially the smaller ones, focus on quality 
instead of high volumes for everyday wine (Scott 2008:4). The quality of wine 
involves great complexity and is mainly divided into extrinsic and intrinsic dimensions 
(Jover et al 2004).  
4.2.4. Price 
Maxwell and Comer (2010) define price as what people have to pay to get a service 
or a product. Price tiers in wine purchasing are significant, as the price level at which 
the wine is offered is a very important product attribute. Furthermore, consumers see 
price tiers as an indication of quality, where higher price tiers are associated with 
high quality and lower prices are associated with lower quality (Romaniuk & Dawes 
2005). 
4.3. RESEARCH DESIGN 
4.3.1. Research approach: Case study methodology 
Case studies are suited to understanding “what is happening or has happened” and 
“how or why did something happen?”, but do not include questions like “who?”, 
“when?” and “where?” The main purpose of case studies is to look at why decisions 
are taken, how they are implemented and the results obtained from them (Yin 1994). 
This study created the opportunity to study the links between the different elements 
of the business models, and the way they evolved and developed over the years. 
The main benefit of using a case study methodology is that it allows for an open-
ended exploration of multiple themes, without being limited to a clearly defined 
beginning or end. 
4.3.2. Selection of the case: Nederburg Wine Estate  
The initial case was selected because of the fact that the Nederburg wine estate and 
wine brand is well known throughout the world. There is an influx of visitors, both 
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locally and from abroad. In addition, the researcher has easy access to the 
Nederburg estate due to his involvement with the company. 
4.3.3. Exploratory research 
Exploratory research takes place when the researcher is not sure what challenges or 
problems they might experience during their research study or, alternatively, it is 
used when it is a new area of research and the information is still vague and more 
exploration needs to take place (Blumberg et al 2011:150).  
This was a descriptive study but could be deemed exploratory, as repurchasing 
intentions in the South African environment is a new concept that has not been 
explored in the past. 
4.3.4. Descriptive research 
According to Blumberg et al (2011:152), descriptive studies are more formalised and 
clearly structured with research questions or clearly stated research hypotheses. A 
descriptive study looks at a hypotheses or research question in terms of a specific 
variable or variables. The research question is answered during the study or the 
hypothesis is tested (Blumberg et al 2011:236). 
In this study, the researcher made use of descriptive research as the research 
questions were clearly formulated upfront. 
4.4. RESEARCH PARADIGMS 
4.4.1. Qualitative research methods 
Qualitative studies are based on information obtained from narratives, sentences or 
words. Qualitative studies are mostly used in social sciences or management 
studies. In most cases, qualitative research methods are used when a new 
phenomenon is being researched and quantitative data will follow afterwards 
(Blumberg et al 2011:144). 
For the purpose of this research study, the researcher did not make use of qualitative 
research methods. 
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4.4.2. Quantitative research methods 
Quantitative data was collected by means of the completion of questionnaires. The 
researcher visited the Nederburg wine estate over weekends between the months of 
October 2013 and February 2014. The researcher issued the visitors with the 
questionnaire and was present to answer any questions or give clarity. 
4.4.3. Questionnaire procedure  
The researcher contacted visitors personally in the tasting room and requested their 
participation. All participants participated voluntarily in the study. The questionnaire 
took five to seven minutes to complete and was administered inside the tasting room 
of the Nederburg wine estate. 
The questionnaire was compiled in English and the researcher explained the purpose 
of the study and guaranteed that the information shared by the interviewee would be 
treated with the highest confidentiality.  
4.5. RESEARCH METHODOLOGY 
4.5.1. Research sample  
Convenience sampling as a non-probability sampling technique was used. Non-
probability sampling cannot give the researcher the same level of confidence as 
probability sampling does when drawing inferences about the population of interest 
from a specific sample (Smith et al 2012). As a researcher one does not always need 
a probability sample as it depends crucially on the objective of the research and more 
specifically on the kind of conclusion to be drawn (Blumberg et al 2011:193). A non-
probability sample is more useful where the researcher is not so much interested in 
the accurate size of an effect but rather in whether there is a positive or negative 
effect. This is very important for research that employs concepts (variables) that do 
not know a common scale (Blumberg et al 2011:193).  
Convenience sampling is very common in the field of research and involves selecting 
sample units on the basis of how easily accessible they are (Smith et al 2012). It is 
generally used in exploratory phases with the main purpose being to prepare for the 
next step rather than to draw conclusions. They further state that in this context a 
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convenience sample can be sufficient but it does present the advantage of facilitating 
and accelerating the process of data collection. The results of convenience sampling 
may present evidence that is so overwhelming that a more sophisticated sampling 
procedure is unnecessary (Blumberg et al 2011:194). 
For this research study, the sample consisted of day visitors to the Nederburg wine 
estate. The researcher did not know upfront who would visit the Nederburg wine 
estate on that specific day. All visitors who visited the Nederburg wine estate on 
weekends between the months of November 2013 and February 2014 were 
approached to complete the questionnaire after their tasting room experience. Big 
tour groups were excluded from the study, as they were mostly from German descent 
and it was difficult for them to complete the questionnaire without assistance from the 
researcher. 
4.5.2. Data collection 
Data collection took place at the Nederburg wine estate in Paarl. All day visitors to 
the tasting room area who participated in a wine tasting completed the questionnaire. 
Pre-booked tour groups were excluded, as the groups were too big. Tour groups 
were also on a very tight schedule and did not have the necessary time available to 
complete the questionnaire.  
a) Primary data 
Primary data is original data that is collected or observed by the researcher and can 
be collected by means of interviews, surveys, focus groups or completion of 
questionnaires (Blumberg et al 2011:235). In this study, the researcher made use of 
quantitative research methods by means of the completion of questionnaires.  
b) Secondary data 
Secondary data is data which already exists, having been collected on an earlier 
occasion and recorded by someone else. A good example is that of a government 
department gathering information that is freely available for everyone to use 
(Blumberg et al 2011:236). Blumberg et al (2011:236) add that it saves a lot of time 
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and money to make use of secondary data since it is readily available and the 
researcher can immediately start with analysing the data. 
For the purpose of this research study, the researcher did not make use of any 
secondary data. 
4.6. RELIABILITY AND VALIDITY 
4.6.1. Validity of the research  
It is important to assess the validity of the research instrument. This entails to what 
extent a set of measures correctly represents the concept of the study (Hair, 
Anderson, Tatham & Black 1998:90). Hair et al (1998:90) further state that validity is 
about how well the concept is defined by the measures. 
When using confirmatory factor analysis, two types of validity can be identified, 
namely construct and nomological validity (Hair et al 1998:94). 
4.6.2. Reliability 
Reliability is concerned with the credibility of the research findings. For the purpose 
of this research, Cronbach Alpha reliability coefficients were used to assess the 
internal consistency of the entire scale. Cronbach Alpha is a widely used indicator to 
test how well different items form one scale. It is the average correlation between all 
items corrected for the number of items. It can take values between -1 and +1 with a 
general rule of thumb that >0.7 provides a good scale (Blumberg et al 2011:372). 
4.7. DATA ANALYSIS 
The statistical package SPSS was used for data analysis. The reliability of the 
research instrument was tested by means of Cronbach Alpha coefficients and the 
validity was determined by means of exploratory factor analyses.  
Cronbach Alpha is a widely used indicator to test how well different items form one 
scale and is the average correlation between all items corrected for the number of 
items. It can take values between -1 and +1 with a general rule of thumb that >0.7 
provides a good scale (Blumberg, Cooper & Schindler, 2011:372). 
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Exploratory factor analysis (EFA) is the statistical method used to uncover the 
underlying structure of a large set of variables. Its goal is to identify the underlying 
relationships between measured variables and it could be described as orderly 
simplification of interrelated measures (Blumberg et al 2011). According to Child 
(1990), exploratory factor analysis has been used to explore the possible underlying 
factor structure of a set of observed variables without imposing a preconceived 
structure on the outcome. By performing EFA, the underlying factor structure is 
identified. 
Correlation analysis was used to determine relationships among the different 
variables of the conceptual model.  
4.8. ETHICAL CONSIDERATIONS 
The researcher was employed by Distell whilst doing his research. The Nederburg 
wine estate is 100% owned by Distell and is a wine and spirits organisation.  
It is important to be sensitive towards the information and to keep any information 
gathered confidential. As it is a single case study by an industry insider, the integrity 
of the research is very important, and all parties should be aware of his involvement 
in the research. 
The researcher has a thorough knowledge of the industry, although his beliefs and 
values did not impact on the outcome of the research. 
4.9. LIMITATIONS OF THE STUDY 
The sample consisted of only one wine estate in the South African wine industry. 
Consequently, the results found cannot be generalised throughout the entire wine 
industry. The Nederburg wine estate is situated in the traditional wine region of Paarl 
and it is not representative of the newer wine regions such as Elim, Hermanus and 
the Swartland region. For future research, the study could be replicated in other wine 
regions, especially in those areas that are not situated on the main wine routes. 
Existing literature on repurchasing intention in the South African wine industry is very 
limited and information about repurchasing intention in a South African context is also 
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not widely available. For that reason, relevant literature about the topic was sourced 
in different international articles and applied to the research. 
In addition, the research conducted was also a cross-sectional design study, and 
therefore the findings were only current at the time of this research. This is a purely 
quantitative research study and is not supported by qualitative analysis. 
4.10. SUMMARY 
Chapter 4 has focused on the research methodology adopted by the study. A 
quantitative research approach was followed and data was collected through the 
completion of questionnaires. The chapter has described the research methodology, 
research instruments, data collection and processing, as well as the analysis 
techniques used. 
The empirical findings of the research will be discussed in the following chapter. 
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CHAPTER 5  
EMPIRICAL FINDINGS 
5.1. INTRODUCTION 
Chapter 5 outlines the quantitative results of the research study and presents the 
findings. It first deals with the biographical data collected from the research sample. 
The data was analysed by means of tables and is graphically presented. Finally, 
descriptive and exploratory statistics are offered and discussed.  
The objective of this study was to test the three sets of hypothesis as depicted in 
Chapter 1. 
5.2. DATA EXAMINATION AND SCREENING 
In this section, data examination and screening are addressed. Descriptive statistics 
were performed in order to gain familiarity with the sample and to understand the 
data and the relationship between the variables. 
5.3. DESCRIPTIVE STATISTICS 
The data was collected over a four-month period (November 2013 – February 2014). 
Data was collected only during weekends, mostly on Saturdays. A total number of 
205 useable questionnaires was collected (see Table 5.1). 
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TABLE 5.1: 
RESPONDENTS 
Date Total 
16.11.2013 18 
17.11.2013 6 
23.11.2013 27 
24.11.2013 14 
30.11.2013 20 
01.12.2013 3 
14.12.2013 16 
21.12.2013 32 
18.01.2014 17 
25.01.2014 16 
01.02.2014 22 
08.02.2014 14 
n 205 
 
The following tables illustrate the demographic analysis of the visitors to the 
Nederburg wine estate between November 2013 and February 2014. 
Table 5.2 indicates that 53% of the visitors were woman and 47% men. 
TABLE 5.2: 
GENDER 
Gender Total Percentage 
Male 97 47% 
Female 108 53% 
 
Table 5.3 highlights the country of origin of the visitors to the Nederburg wine estate. 
The majority of the visitors were South African citizens and account for 64% of the 
day visitors whilst international visitors account for 36%. 
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TABLE 5.3: 
NATIONALITY 
Nationality Total Percentage 
South African 132 64% 
Other 73 36% 
 
The different race groups that visited the Nederburg wine estate are indicated in 
Table 5.4. The white population accounts for 88% of all the visitors. Hardly any black 
people visited the Nederburg wine estate and a mere 23 people of the sample of 205 
were black. These include 7 Africans, 6 Coloureds, 5 Indians and 5 Chinese visitors.  
TABLE 5.4: 
RACE 
Race Total Percentage 
Black 7 3% 
White 182 88% 
Coloured 6 3% 
Indian 5 3% 
Chinese 5 3% 
 
Table 5.5 highlights the language preference of the visitors. Forty-three percent of 
the visitors preferred Afrikaans and 30% English. The high percentage of Afrikaans-
speaking visitors can be attributed to local visitors from the Western Cape region 
which is predominantly Afrikaans speaking. Other languages accounted for 24%. 
This was due to various international visitors to the Nederburg wine estate mostly 
from countries in Europe like Germany and the UK.  
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TABLE 5.5: 
LANGUAGE 
Language Total Percentage 
Afrikaans 90 44% 
English 63 31% 
Xhosa 0 0% 
Zulu 2 0% 
Other 50 25% 
 
Table 5.6 shows the customer’s level of education. The respondents were well 
educated with all of them having at least a Matric qualification. The majority of the 
visitors to the Nederburg wine estate had a degree. Forty-seven percent of the 
visitors had a university degree whilst 18% held a national diploma. Twenty-nine 
percent of the sample also indicated a post-graduate degree as their highest 
qualification.  
TABLE 5.6: 
QUALIFICATIONS 
Qualification Total Percentage 
Matric 11 5% 
Diploma 37 19% 
Degree 97 47% 
Post-graduate 
Degree 60 29% 
 
Table 5.7 shows the income levels of the visitors to the Nederburg wine estate. Fifty-
five percent of the visitors earned more the R401 000 per annum whilst only 8% 
earned less than R100 000.  
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TABLE 5.7: 
INCOME 
Income Total Percentage 
<R100 000 17 8% 
R101 000 – R200 000 20 10% 
R201 000 - R300 000 26 13% 
R301 000 – R400 000 29 14% 
R401 000 – R500 000 48 23% 
> R500 000 65 32% 
 
5.4. EXPLORATORY FACTOR ANALYSIS 
The main reason for conducting factor analysis is to determine what factors best 
describe the underlying relationships among the variables. This is done by 
condensing the large set of variables to a smaller number of factors and by grouping 
together variables which are highly correlated with one another (Pallant 2001). 
Bloomberg, Cooper and Schindler (2001) state that variables that lack clarity or draw 
mixed response patterns should be eliminated from the analysis. 
The researcher identified 29 items to be clustered into 4 constructs namely 
repurchasing intentions, quality, price and customer service. By means of Cronbach’s 
Alpha the internal consistency reliability of each construct was determined. 
Schumacker and Lomax (2004:212) state that a Cronbach Alpha of 0.30 just meets 
the minimum level whilst loadings of 0.40 are considered more important. They add 
that a loading of 0.50 or greater is considered practically significant and the 
Cronbach Alpha coefficient must preferably be 0.7 or higher. Similarly (Mak 2001), a 
Cronbach Alpha coefficient of less than 0.6 is considered poor whilst an acceptable 
Cronbach Alpha coefficient is 0.7. Where the Cronbach Alpha is higher than 0.8, it is 
deemed as very good (Mak 2001). The Cronbach Alpha coefficient for the three 
constructs price, customer service and repurchasing intentions is higher than 0.8, 
whilst quality is 0.728, which is also deemed acceptable. See Table 5.8. 
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TABLE 5.8: 
CRONBACH ALPHA OF VARIABLES 
Variable No of Items Cronbach Alpha 
Quality 6 0.728 
Customer Service 10 0.837 
Repurchasing Intentions 7 0.906 
Price 6 0.869 
 
A five-point Lickert type scale questionnaire was used, anchored with strongly agree 
on the one end and strongly disagree on the other. 
Quality was measured with six items adapted from Gomez and Kelley (2013). For the 
construct of quality, the Cronbach Alpha score was 0.728.  
The customer service experienced by visitors to the Nederburg wine estate was 
measured using the work done by Charters and O’Neill (2001). For the construct of 
customer service, the Cronbach Alpha score was 0.837. 
Repurchasing intention was measured from the work done by Nowak and Newton 
(2006). Seven items were used to measure perceptions of repurchasing intentions. 
The Cronbach Alpha for this construct was 0.906.  
Six items were used to measure perceptions around price, as adapted from research 
conducted by Nowak and Washburn (2004). The Cronbach Alpha for price was 
0.869. The Cronbach Alpha coefficients of all four constructs were greater than 0.70 
(Table 5.8), which indicates a high internal consistency of the scales used in 
measuring the various observed variables. Table 5.9 gives more detail on the 
Cronbach Alpha of each question. 
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TABLE 5.9: 
EXPLORATORY FACTOR ANALYSIS 
ITEMS Quality Customer Service Repurchasing Intentions Price 
Q1 .557       
Q2 .619       
Q3 .720       
Q4 .840       
Q5 .704       
Q6 .744       
Q7   .729     
Q8   .631     
Q9   .646     
Q10   .806     
Q11   .812     
Q12   .827     
Q13   .717     
Q14   .726     
Q15   .554     
Q16   .697     
Q17     .718   
Q18     .668   
Q19     .771   
Q20     .766   
Q21     .568   
Q22     .737   
Q23     .652   
Q24       .838 
Q25       .909 
Q26       .786 
Q27       .945 
Q28       .803 
Q29       .683 
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5.4.1. Kaiser-Meyer-Olkin and Bartlett’s test of sphericity 
The validity of the exploratory factor analysis was checked by means of the Kaiser-
Meyer-Olkin and Bartlett’s test of sphericity. See Table 5.10 below. According to 
Pallant (2001), should the Kaiser-Meyer-Olkin value be 0.6 or above and the value of 
the Bartlett’s test of sphericity should be significant (P< 0.05). In this research, the 
Kaiser-Meyer-Olkin value was 0.864 and the Bartlett’s test of sphericity was 
significant (p= 0.000). The exploratory factor analysis for this study could be deemed 
appropriate. 
TABLE 5.10: 
KAYSER-MEYER-OLKIN MEASURE OF SAMPLING ADEQUACY 
Kaiser-Meyer-Olkin 
Measure of Sampling 
Adequacy. 
.864 
Bartlett's 
Test of 
Sphericity 
Approx. 
Chi-
Square 
3184.646 
df 406 
Sig. 0.000 
 
5.4.2. Alpha reliability analysis 
The Cronbach Apha reliability coefficient was used to assess the internal consistency 
of the entire scale. The closer the Cronbach Alpha coefficient is to 1 the greater the 
consistency of the items being measured (Hair, Anderson, Tatham & Black 
1998:118). The lower limit for Cronbach Alpha coefficients is generally 0.70 but 0.60 
is accepted for exploratory research (Hair et al.1998:118). A low reliability coefficient 
indicates a weak level of reliability whilst a high reliability coefficient indicates that the 
measure is highly reliable. 
A Cronbach Alpha reliability test was conducted for the following factors: quality, 
customer satisfaction, repurchasing intention, and price. For each of the four 
variables the correlation coefficient was also calculated where the value of the 
correlation was always between -1 and 1 (Mann 2011:594). 
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Find below Table 5.11, showing the correlation coefficient of each variable.  
TABLE 5.11: 
CORRELATION COEFFICIENTS  
ITEMS Quality Customer Service Repurchasing Intentions Price 
Q1 .583       
Q2 .605       
Q3 .505       
Q4 .449       
Q5 .436       
Q6 .250       
Q7   .622     
Q8   .553     
Q9   .451     
Q10   .646     
Q11   .665     
Q12   .649     
Q13   .495     
Q14   .296     
Q15   .522     
Q16   .396     
Q17     .656   
Q18     .690   
Q19     .806   
Q20     .833   
Q21     .735   
Q22     .775   
Q23     .561   
Q24       .606 
Q25       .752 
Q26       .767 
Q27       .663 
Q28       .691 
Q29       .539 
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5.5. DESCRIPTIVE STATISTICS 
Table 5.12 highlights the standard deviations and mean for the dimensions of quality, 
customer satisfaction, price and repurchasing intentions. The findings in Table 5.12 
signify that the sample of visitors to the Nederburg wine estate were satisfied with the 
customer service experienced (mean = 4.5 and sd = 0.7). This is followed by quality 
(mean = 4.4 and sd = 0.7) and repurchasing intention (mean = 4.3 and sd = 0.7). It is 
notable that price was the only dimension with a mean of less than 4.0 at 3.9, but a 
higher standard deviation at 0.8.  
TABLE 5.12: 
DESCRIPTIVE STATISTICS 
Construct Mean Std. Deviation 
Quality 4.4 0.7 
Customer Satisfaction 4.5 0.7 
Repurchasing Intention 4.3 0.7 
Price 3.9 0.8 
 
5.5.1. Quality 
Respondents were asked six questions pertaining to quality. Ninety-eight percent of 
the respondents agreed that the quality of the wine tasted was very high whilst a 
mere 2% indicated a neutral stance. The respondents were happy with the quality of 
the wine in relation to the price paid and stated that wine quality was very important 
in the buying decision-making process, with 91% and 95% agreeing respectively. 
The quality of the wine was very high compared to other wineries, with 93% of the 
respondents agreeing and only 2% disagreeing. The highest mean score for the 
quality category was 4.65 and the lowest score was 4.12, which indicates that the 
majority of the respondents were happy with the quality and range of wine on offer. 
Table 5.13 below provides a synopsis of the statements testing quality of wine. 
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TABLE 5.13: 
QUALITY 
  Mean Std. Deviation N Disagree Neutral Agree 
Q1 4.52 .557 205 0% 2% 98% 
Q2 4.38 .619 205 0% 6% 94% 
Q3 4.26 .720 205 0% 9% 91% 
Q4 4.12 .840 205 2% 5% 93% 
Q5 4.54 .704 205 0% 3% 97% 
Q6 4.65 .546 205 0% 5% 95% 
 
5.5.2. Customer service 
Ten questions were asked pertaining to quality. The respondents were very happy 
with the quality of the staff, who understood their needs and got things right the first 
time, with more than 93% of the respondents agreeing. Ninety-five percent of the 
respondents confirmed that the behaviour of the staff instilled confidence. A smaller 
percentage of respondents agreed that the winery made them feel special and had 
their best interests at heart, with 84% and 86% respectively, whilst 14% and 12% 
were unsure. The highest mean score for the customer service category was 4.61 
and the lowest was 4.31, which indicates that overall the respondents were satisfied 
with the customer service from the Nederburg wine estate and its staff. Table 5.14 
below provides an overview of the statements relating to customer service. 
TABLE 5.14: 
CUSTOMER SERVICE 
  Mean Std. Deviation N Disagree Neutral Agree 
Q7 4.44 .729 205 1% 6% 93% 
Q8 4.51 .631 205 0% 4% 96% 
Q9 4.51 .646 205 1% 3% 96% 
Q10 4.32 .806 205 2% 14% 84% 
Q11 4.32 .812 205 2% 12% 86% 
Q12 4.31 .827 205 3% 11% 86% 
Q13 4.46 .717 205 3% 11% 86% 
Q14 4.59 .726 205 2% 2% 96% 
Q15 4.61 .554 205 0% 3% 97% 
Q16 4.51 .697 205 2% 2% 96% 
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5.5.3. Repurchasing intentions 
The questionnaire included seven statements that tested repurchasing intention 
attributes. The highest mean score was 4.45, where 94% of the respondents agreed 
that they would encourage friends and family to visit the Nederburg wine estate, with 
only 1% not agreeing. All the means relating to the statements of repurchasing 
intention were higher than 4.15. Ninety-one percent of the respondents agreed that 
they would buy the products of the Nederburg wine estate in the future. Eighty-eight 
percent of the respondents agreed that they would definitely look for the winery’s 
products when they purchased wine in the future, whilst 10% indicated a neutral 
stance. Table 5.15 below gives an overview of the statements relating to 
repurchasing intentions. 
TABLE 5.15: 
REPURCHASING INTENTIONS 
  
Mean 
Std. 
Deviation 
N Disagree Neutral Agree 
Q17 4.33 .718 205 2% 10% 88% 
Q18 4.40 .668 205 1% 3% 96% 
Q19 4.30 .771 205 0% 2% 98% 
Q20 4.15 .766 205 1% 8% 91% 
Q21 4.42 .568 205 0% 2% 98% 
Q22 4.20 .737 205 3% 12% 85% 
Q23 4.45 .652 205 1% 5% 94% 
 
5.5.4. Price 
Ten questions were asked pertaining to the price of the wine. Eighty-eight percent of 
the respondents agreed that the wine produced from the Nederburg wine estate was 
within their price range, whilst 12% was not sure. With a mean of 4.16, 82% of the 
respondents agreed that the winery produced wine which is good value for money. 
The lowest mean score of 3.56 was reported where only 54% agreed that the wines 
from the Nederburg wine estate are better priced compared to wines from other 
wineries. Forty percent of the respondents had taken a neutral stance and 6% was in 
disagreement. Only 63% of the respondents agreed that the wine from the 
Nederburg wine estate was reasonably price whilst 34% was unsure. Respondents 
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also compared the price of the Nederburg wine estate to wine from other countries, 
where a mere 56% agreed that wine from the Nederburg wine estate was better 
priced. Table 5.16 below gives an overview of the statements relating to the price of 
wine. 
TABLE 5.16: 
PRICE 
  Mean Std. Deviation N Disagree Neutral Agree 
Q24 3.70 .838 205 2% 44% 54% 
Q25 3.56 .909 205 6% 40% 54% 
Q26 3.90 .786 205 3% 34% 63% 
Q27 3.77 .945 205 7% 37% 56% 
Q28 4.16 .803 205 2% 16% 82% 
Q29 4.30 .683 205 0% 12% 88% 
 
5.6. CORRELATION 
Pallant (2001) defines correlation as the analysis used to describe the direction and 
strength of the linear relationship between variables. The researcher presented a 
Pearson product moment correlation coefficient. The Pearson correlation coefficient 
is designed for interval level variables and can only take on variables from -1 to +1 
(Pallant 2001). Variables of 1 or -1 indicate a perfect correlation where the value of 
one variable can be determined exactly by knowing the value of the other variable. 
The negative or positive signs of the coefficient indicate whether there is a positive or 
negative correlation: a positive correlation coefficient indicates that where one 
variable increases, the value of the other increases; a negative correlation coefficient 
indicates that where one variable increases, the other one decreases (Pallant 2001).  
5.6.1. The strength of the relationship 
The strength of the relationship between two variables can range between -1.00 and 
1.00, where the value will indicate the strength of the relationship. The value of -1 
indicates a perfect negative correlation and the value of 1 indicates a positive 
correlation, whilst a correlation of 0 indicates that there is no relationship at all. 
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Cohen (1988) suggested the guidelines as stipulated below on how to interpret the 
values. 
r=0.10 to 0.29 or r= -0.10 to -0.29 Small 
r=0.30 to 0.49 or r= -0.30 to -0.49 Medium 
r=0.50 to 1.00 or r= -0.50 to -1.00 Large 
 
The guidelines stipulated above by Cohen (1998) apply whether r is positive or 
negative as the positive or negative sign only indicates the direction and not the 
relationship. 
Find the Pearson correlation coefficients in Table 5.17 below: 
TABLE 5.17: 
PEARSON CORRELATION 
  
Quality Customer Service 
Repurchasing 
Intentions 
Price 
Quality Pearson 
Correlation 
1 .509** .529** .434** 
Sig. (2-tailed)   .000 .000 .000 
N 205 205 205 205 
Customer Service Pearson 
Correlation 
.509** 1 .432** .384** 
Sig. (2-tailed) .000   .000 .000 
N 205 205 205 205 
Repurchasing 
Intentions 
Pearson 
Correlation 
.529** .432** 1 .499** 
Sig. (2-tailed) .000 .000   .000 
N 205 205 205 205 
Price Pearson 
Correlation 
.434** .384** .499** 1 
Sig. (2-tailed) .000 .000 .000   
N 205 205 205 205 
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5.6.2. Testing of hypotheses 
H1: Customer satisfaction has an influence on repurchase intention. 
A statistically significant positive relationship between customer satisfaction and 
repurchasing intentions of visitors to the Nederburg wine estate (p < 0.01) is 
reported. H1 is not rejected; therefore, the null hypothesis is rejected. There is thus 
sufficient evidence at the 0.432 percent level of significance to support the alternative 
(directional) hypothesis. 
H2: Product quality has an influence on repurchase intention. 
A statistically significant positive relationship between product quality and 
repurchasing intention of visitors to the Nederburg wine estate (p < 0.01) is reported. 
H2 is not rejected; therefore, the null hypothesis is rejected. There is thus sufficient 
evidence at the 0.529 percent level of significance to support the alternative 
(directional) hypothesis. 
H3: Pricing has an influence on repurchase intention. 
A statistically significant positive relationship between price and repurchasing 
intentions of visitors to the Nederburg wine estate (p < 0.01) is reported. H3 is not 
rejected; therefore, the null hypothesis is rejected. There is thus sufficient evidence at 
the 0.499 per cent level of significance to support the alternative (directional) 
hypothesis. 
5.7. SUMMARY 
The results of the quantitative data were discussed in this chapter. This included the 
statistical methods used for data analysis, namely factor analysis, Kaiser-Meyer-
Olkin and Bartlett’s test of sphericity. In addition, the results of the variables 
correlation and Cronbach Alpha were shown. The testing of the hypotheses revealed 
that all three the variables (customer service, price and quality) had a relationship 
with repurchasing intentions. The results reveal that most of the respondents were 
satisfied and would repurchase the Nederburg brand in the future and recommend it 
to their friends and family. 
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In the next chapter, an examination of the empirical results and a synopsis of the 
study will be provided.  
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CHAPTER 6  
DISCUSSION OF RESULTS 
6.1. INTRODUCTION 
This chapter provides a discussion of the results of the study. It deals with the 
independent variables quality, customer service and price as well as the dependent 
variable repurchasing intentions. In addition, it considers the relationship between 
repurchasing intentions and quality, customer service and price. To begin with, it 
outlines the biographical data of the respondents.  
6.2. BIOGRAPHICAL DATA 
Two hundred and five respondents participated over weekends between the months 
of November 2013 and February 2014. Fifty-three percent of the respondents were 
female whilst 47% were male. One of the main reasons why it took the researcher so 
long to collect his data was the number of visitors to the Nederburg wine estate, as 
most South Africans do not drink wine. As stated by Green (2008:9), outside of the 
Western Cape South Africa is not a wine-drinking country and does not have a strong 
wine-drinking culture. Green adds that South Africa is one of the lowest wine 
consuming countries in the world. This is supported by Foxcroft (2009:2), who 
reiterates that South Africa is not a wine-drinking nation; its wine consumption per 
capita is very low, especially for a wine-producing country. The main reason for this 
is that the majority of South Africans prefer not to drink wine, due to the minimal 
exposure they have had in comparison to the likes of beer, brandy, ciders and ready-
to-drink beverages (Foxcroft 2009:3).  
Of the 205 respondents, 64% were South African, whilst 36% were international 
visitors mostly from Europe, more specifically Germany. With specific reference to 
race, 182 of the 205 respondents were white. As a race group, whites accounted for 
88%, whilst black, coloured, Indian and Chinese accounted for 3% respectively. The 
main reason for this is that black South Africans do not really consume wine but 
prefer beer and spirits. According to Green (2008:15), there has been a definite shift 
towards wine by black consumers, although they remain predominantly beer 
consumers. Various challenges exist for penetrating the emerging black market, such 
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as education on wine, because black consumers currently have a limited knowledge 
of wine and its associated lifestyle (Green 2008:17). Black consumers perceive wine 
as low-quality bulk wine (Green 2008:19), mainly due to their association of wine with 
the “dop system”. In addition, their perception is that wine is a beverage for white 
consumers (Green 2008:21). Similarly, Foxcroft (2009:5) states that, because of 
apartheid legislation, a mini industry developed in the townships during that time to 
acquire illegally and sell beer and spirits to consumers in what we know today as 
“shebeens”.  
The majority of the respondents (44%) were Afrikaans-speaking, followed by English 
at 31%, whilst the balance consisted of European languages. African languages did 
not even make up 1% of the preferred language of respondents. This can be 
attributed to the fact that most of the visitors to the Nederburg wine estate are from 
the Western Cape, where Afrikaans is one of the languages of choice. Research 
conducted by Tassiopoulos, Nuntsu and Haydam (2004:4) highlights that more than 
50% of visitors to wine estates are from the Western Cape. 
The respondents of this research were all well-educated, with 47% holding a degree 
and 29% holding a post-graduate degree. Nineteen percent of respondents were in 
possession of a diploma and a mere 5% had a matric qualification. Not only were 
they well qualified, they were also in a high-income bracket; 32% of the sample 
earned in excess of R500 000 followed by 14% earning between R401 000–
R500 000 per annum. In total, 92% of respondents earned more than R100 000 per 
year. 
6.3. CUSTOMER SERVICE 
The respondents felt secure in dealing with the Nederburg wine estate, and that the 
estate got things right the first time round. Shapiro and Gómez (2014:4) state that the 
tasting room experience and the atmosphere inside the tasting room can influence a 
visitor’s perception of the brand. 
The Nederburg wine estate always had the respondents’ best interest at heart and 
made them feel very special during their visit. O’Neil and Palmer (2004:42) state that 
the quality of the wine is not the only reason why wine estates and their brands are 
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successful; word of mouth and the recommendations or previous experiences of 
visitors are also important. Nowak, Thach and Olsen (2006:318) highlight the 
importance for the wine industry of satisfying one’s customers as this leads to 
positive word of mouth and repeat business from the visitors. 
The staff of the Nederburg wine estate were knowledgeable and always understood 
the needs of the respondents. Shapiro and Gómez (2014:4) state that a positive 
interaction between the customer and the staff of the tasting room enhances the 
overall experience. This is supported by the work done by Griffin and Loersch (2006), 
which highlights that the interaction between visitors and staff is as important as the 
quality of the wine. The Nederburg staff gave individualised attention and instilled 
confidence in the respondents. Research conducted by Jaffe and Pasternak (2004) 
and Martin and Williams (2003) highlights the importance of having the opportunity at 
the tasting room to interact with visitors and build good customer relations. 
The respondents were highly impressed with the facilities of the Nederburg wine 
estate. Nederburg is the most decorated wine estate in South Africa, with world-class 
facilities, and has won more accolades and prizes than any other winery in South 
Africa (www.wine.co.za). Shapiro and Gómez (2014:5) found that the appearance of 
the tasting room and its atmosphere influence the perception of the visitors. Similarly, 
Charters et al (2009) state that the tasting room reflects the identity of the wine 
estate; an aesthetically attractive tasting room will influence customer satisfaction.  
6.4. QUALITY 
The respondents were very impressed with the wines of the Nederburg Wine Estate. 
There was consensus by the respondents that the quality of the wine they had tasted 
was very high. They also complimented the large variety of wine Nederburg has to 
offer within the different price tiers. Wine firms cannot charge premium prices for their 
wines. Research conducted in Australia across four tiers of wine has found that well-
known brands like Hardy’s and Wolf Blass performed better than unknown brands 
like Duck Hollow and Basalt Ridge, mainly due to the reputation their brands 
(Loureiro & Kaufmann 2012).  
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Boatto, Defrancesco and Trestini (2011:669-679) state that the quality of an estate’s 
wine should be the main differentiator and contributor for potential customers. This is 
noteworthy, because major quality attributes such as taste and flavour can only be 
experienced when consumed. Boatto et al (2011:669-679) also found that the 
information on the front and back labels and the brand name play as vital a role as 
quality. 
Table 6.1 below lists the attributes affecting wine choice as identified by Corduas et 
al (2013:407-418). 
TABLE 6.1: WINE ATTRIBUTES 
Wine attributes Wine attributes 
Grape variety Colour 
Region of origin Drink’s pleasantness 
Protected geographical status Food-pairing 
Producer Wine features described by label info 
Wine complexity or taste Bottle shape 
Aroma/bouquet Brand name and label aspect 
Alcoholic degrees Quality-price ratio 
 
The respondents felt very strongly that the quality of wine is very important in the 
buying decision. Foxcroft (2009:49) found that the Four Cousins brand from Van 
Loveren has had big success in the South African market of black consumers due to 
the quality of their wine, its freshness and sweet taste. They have highlighted the 
following quality attributes that appeal to the consumers: 
 quality and freshness of the wine; 
 label design: the four cousins put their faces on the label, it is their stamp of 
approval and can therefore be trusted; 
 brand name: Four Cousins is English and not Afrikaans or French, it is easily 
identifiable and easy to remember; 
 larger bottle: IT is produced in a 1.5L bottle. 
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The respondents agreed that the quality of the wine was high in relation to the price 
paid for the wine. This is significant for the Nederburg wine estate, as the 
respondents deemed their prices fair in relation to the quality of their wines. Noev 
(2005) concurs that the quality of the wine remains positively and significantly related 
to the market price of the wine.  
The Nederburg wine estate is one of the oldest wine estates in South Africa and it 
has a long tradition of quality wines. Landon and Smith (1998) have found that 
consumers consider a long-term reputation for quality to be a better indication of 
quality than the more recent quality movements; therefore, it will take firms a 
considerable amount of time to establish a reputation for high quality wines. As 
mentioned above, wine firms cannot charge premium prices for their wines. 
Research conducted in Australia across four tiers of wine has found that very well-
known brands performed better than unknown brands, mainly due to the very high 
reputation of their brands (Loureiro & Kaufmann 2012).  
6.5. PRICE 
Only 54% of the respondents agreed that wines from the Nederburg wine estate 
were well priced compared to other wines in the region, whilst 44% indicated a 
neutral stance. This can be attributed to the fact that they did not know the prices of 
wine within this region. Research conducted by Engelbrecht and Herbst (2014:142) 
states that buying wine is a complex and risky activity. They have identified six 
generic types of risk when buying wine, namely price, brand loyalty, seeking 
information, well-known brands, store image and reassurance. Schamel (2006) 
states that consumers are prepared to pay much more for a reputable wine from a 
well-known wine estate, as they do not have sufficient time and information available 
on the quality of the wine upfront. This eminently applies in the case of Nederburg as 
a reputable wine estate. 
Regarding price, 54% of respondents agreed that the prices of the Nederburg wines 
were better than those of other wines in South Africa, while 40% of the respondents 
remained neutral. This is due to the thousands of wine brands available in South 
Africa in their different price tiers. Nederburg wines operate on four price tiers, 
therefore they cater for all categories of wine classification (Wine,2012). This makes 
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comparison of Nederburg wines to other estates difficult, as it competes on all price 
tier levels. So, for instance, consumers should not compare of super-premium wine 
from Nederburg with that of a premium wine from a neighbouring farm. Furthermore, 
Du Plessis (2012) states that the number of wines on offer in the South African wine 
market is continuously growing; there are currently more than 6 800 individual wine 
labels in South Africa. He highlights the complexity a consumer faces when making a 
decision on what wine to buy.  
Almost two thirds of the respondents stated that the prices of the Nederburg wine 
estate were reasonable. Thirty-four percent of the respondents maintained a neutral 
stance. The pricing of wine is very complex, even for consumers; hence the high 
neutral response from the respondents. Involvement is becoming critical when 
looking at the prices of wine. High-involvement consumers are prepared to pay more 
for wine because they know how to appreciate wine and are therefore prepared to 
spend more. Low-involvement consumers are not that involved in the wine lifestyle 
and will seldom read up or follow up on wine. Consequently, low-involvement 
consumers consider price as a very strong cue for wine purchases, whereas high-
involvement consumers will concentrate on other cues. It is evident that high and 
low-involvement consumers will act differently when making the wine-buying decision 
(Engelbrecht & Herbst 2014:143). 
In terms of international pricing, a mere 56% of the respondents felt that the prices of 
the Nederburg wine were better, compared to those of other countries. Thirty-seven 
percent of the visitors remained neutral. Consumers who are passionate about 
quality wine are prepared to pay more for wine from France and Italy, while those 
who are more price-sensitive would have a higher preference for wine from countries 
such as South Africa and South America (Heslop, Cray & Armenakyan 2010:292). 
The authors further state that the prices of wine from old-world countries like France 
and Italy will be higher than those of new-world countries like Chile and South Africa. 
This can be attributed to the favourable image of wines from those countries. 
The respondents agreed that the wines from the Nederburg wine estate are good 
value for money. Nederburg sells a wide variety of good value wine to cater for all, for 
both the bottom and top end of the market. They have a wide range of wine ranging 
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from fresh current vintage wine to older wines that date back many vintages (Wine, 
2012). Noev (2005) has identified that the age of the wine has a significant and 
positive impact on the prices of red wine but is insignificant when it comes to the 
white varietals.  
6.6. REPURHASING INTENTIONS 
The majority of the respondents agreed that they would buy the wine of the 
Nederburg wine estate in the future. This can be attributed to the fact that Nederburg 
is one of the most prestigious wine estates in South Africa, with a deeply-rooted 
place in the history of the South African wine industry. They are widely recognised 
throughout South Africa for their involvement in Masterchef South Africa and the 
annual Nederburg Auction, which is the biggest of its kind on this continent 
(www.distell.co.za). 
In addition, respondents indicated that they would also look for the Nederburg label 
when they buy wine in the future. When buying wine it is not easy to decide, as there 
are so many options. This is where marketing, advertising and brand awareness are 
becoming very important. Nederburg is not only one of the biggest wine brands in 
South Africa, it also has the biggest marketing wine budget in South Africa. Foxcroft 
(2009:4) highlights the forty biggest brands, by advertising, in South Africa in 2007. 
Nederburg made it to number twelve, followed by JC le Roux at thirty-sixth position. 
Both brands are owned by Distell. As mentioned above, Nederburg wines have built 
quite a reputation for themselves over many years, especially with their involvement 
in the Nederburg Auction and Masterchef South Africa. Landon and Smith (1998) 
distinguish between two types of reputation which impact on the price of wine: (a) the 
reputation of the individual firm based on the past quality of the firm’s wine, and (b) 
collective reputation, namely the average quality produced by a group of wine firms 
with which an individual wine firm can be identified. A good example is the Bordeaux 
wines, where consumers expect the quality of wine by an individual winemaker in 
Bordeaux to be similar to that of the other wines in the Bordeaux region. 
Not only will the respondents buy the wine in future, they will also encourage friends 
and family to visit and buy the wine of the Nederburg wine estate. Molinari, Abratt 
and Dion (2008:366) state that word of mouth communications are very important, 
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especially to maintain a solid base of long-term customers. They have also found a 
correlation between word of mouth and the quality of the product and service. 
Similarly, Wangenheim (2005:233) states that word of mouth is an important force in 
the marketplace, as it influences attitudes, decision-making, preferences and 
repurchasing intentions. 
The respondents will say positive things to other people about their positive 
experience at the Nederburg wine estate. This is supported by Green (2008:34), who 
states that once customers have visited the cellar at Cabrière Wine Estate in 
Franschhoek and experienced the tasting and wine tour, they become lifelong 
supporters of Cabrière wines. Through this experience, they also become important 
Cabrière ambassadors. 
6.7. TASTING ROOM  
The respondents were very impressed with the tasting room and the tasting room 
experience. They felt the winery got things right the first time and they felt secure in 
dealing with the estate. Travelling to a winery is often the visitor’s first experience of a 
winery, and therefore, the winery, wine product and the visitor are important elements 
that form the wine tourism mix (O’Neill & Charters, 2000).  
The cellar door, or tasting room, remains one of the most important activities for the 
respondents. A tasting room aids in building brands, which leads to repeat visits and 
purchases. The atmosphere of the tasting room affects the visitor’s emotional state 
and loyalty commitment (Sui & Baloglu 2003; Shoemaker & Bowen 2003), which 
consequently shapes visitors’ attitudes and behaviours (Turley & Milliman 2000). 
Zekulich (1999:193-211) highlights that most wine estates offer food services and 
arts and crafts to help sell their wine. There is much evidence of wineries having on-
site restaurants, accommodation facilities and merchandise on sale in order to attract 
visitors. Most of the visitors to the tasting room are tourists who have heard of 
Nederburg throughout the years, so the tasting room is the ideal place for Nederburg 
to interact with tourists. Research conducted by Carmichael (2005) found that 70% of 
wine tourism visitors would purchase wine at the wine estate. The expenditure of 
wine tourists in South Africa can be assigned to wine purchases (53.1%), food and 
restaurants (26.1%), and gifts and curios (about 8.3%) (Tassiopoulos et al 2004:7). 
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Wine tourism creates an excellent opportunity for wine estates to educate their 
visitors about their brand and generates an ideal chance to foster good relationships 
with the visitors (Hall & Mitchell 2000). 
The respondents had high regard for the staff working at the Nederburg wine estate 
and their impact on the overall tasting room experience. Research conducted by 
Scott (2008:6) found high levels of education and knowledge of staff at wineries in 
the Stellenbosch wine region. He states that of the twenty estates that participated in 
his research, one employee had a viticulture degree, another was a winemaker, three 
were trainee viticulturists and all staff of the twenty destinations had either a 
certificate or diploma in wine education. Language is another challenge, but at the 
Nederburg wine estate there are staff who are fluent in German and who can do their 
tours and wine tastings in German. This is supported by the work of Scott (2008:6), 
stating that during his research in the Winelands, he came across wine assistants 
who were fluent in German, French and Japanese. Nowak et al (2006:319) state that 
tasting-room staff cannot have an off day; they must make the visitors feel welcome 
and appreciated. 
The staff of the Nederburg wine estate are knowledgeable and are a major 
contributor to the overall tasting room experience. Hussain, Cholette and Castaldi 
(2007) state that product knowledge is one of the most important indicators of 
involvement in the wine industry, since knowledge of wine minimises confusion 
around the product. They add that it will enhance emotional attachment and will lead 
to higher prices being paid for the wine as well as higher consumption.  
The Nederburg wine estate makes full use of their tasting room area, as it is 
important in developing their brand. The main advantages of the cellar door are the 
marginal costs involved, the chance to add value, and the development of the brand 
(O’Neil & Charters:112-122 2000). Zekulich (1999:193-211) states that producers 
who struggle to get into the retail market should seek greater reliance on the cellar 
door and direct marketing. The tasting room is one of the most important channels 
through which customers can be reached. It not only contributes to wine sales but 
also creates an ideal opportunity for interaction with the end consumer. Research 
conducted by O’Mahony et al (2006:123-137) state that wine estates should use the 
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tasting room as an opportunity to develop an on-going relationship with the visitors. 
They comment that a visit to the wine estate creates the opportunity, not only to 
generate awareness, but also to develop affection and familiarity. Visits to a wine 
estate are seen as one of the most significant sources of brand awareness and wine 
purchase decisions, due to the connection made by the visitor (Thach et al 2007). 
6.8. SUMMARY 
Chapter 6 has provided a discussion of the findings in relation to the variables of this 
study. The respondents indicated that they would return to the Nederburg wine estate 
and would buy their wine in the future. This can be attributed to the quality of the 
wine, price of the wine, and the customer service they received whilst visiting the 
Nederburg wine estate. In Chapter 7, recommendations and conclusions emerging 
from the study will be presented. 
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CHAPTER 7  
CONCLUSION AND RECOMMENDATIONS 
7.1. INTRODUCTION 
In Chapter 7 a summary of the research study is provided, as well as some 
conclusions and the recommendations of the study. Furthermore, the limitations to 
the study are mentioned in addition to future areas of research.  
7.2. CONCLUSION 
The main purpose of this research project was to investigate the impact of the tasting 
room experience, product quality, customer satisfaction and price on repurchasing 
intentions of the visitors. The study took place at the Nederburg wine estate and 205 
respondents participated. It emerged that there is a direct relationship between the 
tasting room experience, the price of the wine, the quality of the wine, customer 
satisfaction and ultimately repurchasing intentions. The study highlights the 
importance of wine tourism and the tasting room experience on repurchasing 
intentions. In addition, it emphasises the importance and strength of word of mouth 
communications in building the brand. Finally, recommendations are made from the 
study and areas for future research are identified. 
7.3. RECOMMENDATIONS 
The study’s main conclusions were based on the conceptual model below and how 
the research questions, as set out in Chapter 1, were answered (see Figure 1.1). 
A positive customer experience, product quality and price paid at the tasting room will 
lead to post-visit repurchase intentions by the visitors. 
The conceptual model describes the impact of customer satisfaction, product quality 
and pricing on the repurchase intention of the customer. A positive customer 
experience in combination with a quality product and fair pricing at the tasting room 
can lead to future purchases by the visitor. The opposite is also true: where the 
visitor is not satisfied, not happy with the quality of the product, or believes that they 
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have not paid a fair price for the experience, they will not return and this will impact 
negatively on repurchasing intentions of the visitor. 
7.3.1. Visitors to wine estates 
The majority of the visitors to the Nederburg wine estate and other wine estates are 
local visitors from the Western Cape or international visitors. International visitors, 
especially tour groups, mostly visit during the week and local visitors over weekends 
or public holidays. It is recommended that wine estates continue to focus strongly on 
the local market and interact with them more regularly to grow the existing 
relationships. International visitors will always form part of the sales mix of any wine 
estate and it is important to maintain and grow these relationships. 
7.3.2. Wine tourism 
Wine tourism forms an important part of the marketing and sales environment of any 
wine estate. Wine estate owners should invest in their tasting room areas as well as 
their wine estate. Wine tourists expect an overall experience and not only the wine 
tasting. It must encompass restaurants, gardens, leisure activities, food pairings, 
accommodation, venue hire and so on. Wine tourists are critical to the success of a 
wine estate because their positive experiences will be shared with family and friends. 
In most cases, they will return to the wine estate where they had that positive 
experience. The opposite of this is also true: they will not return if not happy with the 
experience. 
The tasting room area is very important for wine tourists, as they expect an area of 
high quality with a pleasant atmosphere. They want to be served by staff who are 
knowledgeable and who put their expectations first. 
7.3.3. The tasting room experience  
The tasting room is not only a source for wine sales; it has a dual role, as it is the first 
interaction a visitor will have with the brand. They do not simply act as a tasting 
location for the brands by customers; they also serve as an attractive complex for 
multiple tourist demands. Visitors to a tasting room tend to spend more during their 
visit since they do not only spend money on wine but also on food and curios. The 
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tasting room with quality wine and service, in combination with price paid, will lead to 
visitors returning to the wine estate. All wine estates should have a vibrant tasting 
room. 
7.3.4. Black middle class 
White South Africans remain the main consumers of wine in South Africa. A big 
challenge for wine estates and the industry is that black South Africans do not 
consume much wine. This can be attributed to their limited knowledge of wine, but 
ultimately, black consumers are predominantly beer drinkers and South Africa has a 
strong beer-drinking culture. However, black consumers see wine as an aspirational 
lifestyle beverage and are willing to learn more. Wine estates and the entire industry 
should strive to educate and inform black consumers. The black middle class 
remains an untapped market for wine producers and a lot more focus is needed in 
that category. This will lead to astronomical growth locally if the black middle class 
category can be grown. Various initiatives are taking place throughout South Africa 
such as the Soweto Wine Festival and the Gugulethu Wine Festival; wine estates 
should get involved to get their brands out there with the black middle class. 
7.3.5. The competitiveness of the South African wine industry  
The wine industry in South Africa is intensely competitive and faces various 
challenges. In South Africa, there are numerous different wine brands across all 
spectrums, from entry-level wine to ultra-premium wine. Successful brands are built 
over a long period of time, with the most famous South African brands dating back to 
the early 1900s. The industry has high barriers for new entrants, with highly 
specialised distribution channels. Furthermore, the South African wine industry faces 
indirect competition from the broader alcoholic drinks sector such as beer and spirits. 
Wine estates need to be innovative and different, and the tasting room experience is 
an ideal opportunity to interact and educate visitors about one’s brand and to 
differentiate oneself from the masses. 
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7.4. CUSTOMER SERVICE 
7.4.1. First time right 
It is important for wine estates to get things right the first time round. Wine estates 
only have one opportunity to make a lasting impression on visitors. Every detail of 
service must be of the highest standard. They must create a vibrant yet relaxed 
environment in the tasting room area where the visitors can feel at home and 
appreciated. As in the case of the Nederburg wine estate, wine estates must always 
have the visitor’s best interest at heart. 
7.4.2. Word of mouth 
Wine estates must always remember that word of mouth is a very powerful 
communication tool. Satisfied customers will not only come back for more, they will 
share their good experiences with friends and family. Therefore, it is important for 
wine estates to ensure that their customers are satisfied after their experience. They 
must care for their every need. It is recommended for wine estates to ensure a 
satisfied customer, as the opposite is also true: a not-so-satisfied customer can 
spread negative news and give the estate bad reviews. 
7.4.3. Staff 
The staff of any tasting room forms a critical part of its success, as they interact with 
the visitors and have to ensure the visitors enjoy not only the wine tasting but also 
their complete wine experience. It is recommended that tasting room personnel be 
well trained. Institutions like the Cape Wine Academy offer various courses to equip 
tasting room staff with the necessary skills. Tasting room staff should be 
knowledgeable and should know their wines. It is an art to offer the right wine to a 
visitor which meets his or her requirements, especially considering the wide range of 
wine available. The importance of the employees working in the tasting room cannot 
be over-emphasised, as most visitors expect individualised attention. It is also 
recommended to have at least one staff member who can speak a European 
language, especially German or French, due to vast number of European visitors the 
wine estates receive. 
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7.4.4. Facilities 
The facilities of any wine estate should be of the highest standard, as this contributes 
to the overall visitors’ experience and ultimately customers’ satisfaction. Its 
appearance and atmosphere must be able to influence the perceptions of the visitors. 
It is important to remember that the tasting room is a reflection of the wine estate and 
its brand. Facilities must be in line with international standards due to the 
considerable number of international visitors. Facilities must also cater for individuals 
with disabilities, an aspect which tends to be neglected. 
7.5. QUALITY 
7.5.1. Quality of wine 
The quality of the wine should always be of a very high standard. The quality of wine 
is critical to the success of a wine estate. If visitors do not enjoy the wine, there is 
almost no chance that they will buy the wine or that they will return to the estate. 
There is a relationship between the quality of the wine and the price paid – in most 
cases, a higher price reflects a higher quality and a lower price less quality. This 
does not mean that the lower-priced wine is of a poor quality; it just means that the 
quality of the wine is in line with what the consumer is paying. 
7.5.2. Range of wine 
It is important to have a wide range of wines available for the visitors to taste. People 
vary and have very different tastes. The wider the range, the better is the possibility 
that a visitor will appreciate and enjoy the wine. It is also recommended to produce a 
wine unique to the estate or region which can differentiate the estate from all the 
other competitors. 
7.5.3. Extrinsic cues 
It is important to highlight the significance of extrinsic cues such as the bottle shape, 
front and back label and captions. Most visitors or consumers would not have tasted 
a wine before buying it or visiting a tasting room; hence, they are dependent on and 
in most cases will make their decision based on the extrinsic cues. Therefore, it is 
important for wine estates to ensure they use the appropriate bottle shape and 
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ensure that the labels being used will appeal to the visitors or consumers. This also 
contributes to the overall quality of the product. Furthermore, flavour can only be 
experienced when consumed. Boatto et al (2011) emphasise that the information on 
the front and back labels, and the brand name, play as vital a role as quality. 
7.5.4. Attributes of quality wine 
It is recommended that wine estates focus on the following attributes of wine quality: 
 freshness of the wine; 
 correct aging of the wine; 
 the design of the front and back label; 
 the brand name of the wine; 
 the shape of the bottle. 
7.5.5. Reputation of wine 
The reputation of a wine brand is built over time. It is recommended that wine estates 
must consistently provide wine of a very high quality year after year. A reputation is 
not built in only one harvest and therefore wine estates must produce high quality 
wine all of the time. With most visitors to wine estates not having sufficient 
knowledge about wine, they are dependent on the reputation of a wine estate and its 
wine. Reputation also impacts on the price of the wine: the better the reputation of a 
wine estate, the higher the prices they can command in the market place.  
7.6. PRICE 
7.6.1. Prices of wine in the region 
It is recommended that the price of wine should be related to wine prices of that 
specific area. Buying wine is a complex activity and visitors will always compare wine 
prices of neighbouring wine estates and wines from that specific region. If the wine 
estate does not offer something unique or have the reputation of an estate like 
Nederburg, it is important to ensure its wine prices are aligned with those of your 
neighbours. Wine buyers are prepared to pay more for wine from a reputable wine 
estate. 
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7.6.2. Wine prices of the South African wine industry 
There are thousands of wine brands available in South Africa; therefore, it becomes 
very difficult to distinguish between wines based on price alone. Various price tiers 
exist in the South African wine industry. It is recommended for wine estates to have a 
wine in each category of the various price tiers. If wine estates cannot compete in 
each price tier, their offering must be quite unique and different from that of their 
competitors. Nederburg is a good example of a wine estate that has wines on offer 
on each price tier. 
7.6.3. Reasonability of wine prices 
It is important for a wine estate to price its wines reasonably in relation to its quality, 
reputation, age and taste. Visitors or customers are prepared to pay for a wine that 
they deem reasonable for what they have experienced, for example, a high-
involvement consumer is prepared to pay more for a wine compared to a low-
involvement consumer. It is also recommended for wine estates to consider the fact 
that high-involvement consumers are prepared to pay more for wine as they 
appreciate wine more, whilst low-involvement consumers consider price as a strong 
cue on which to base their decision. 
7.6.4. Value for money 
When visitors buy wine, they must receive value for what they are paying. Not all 
consumers can buy super premium wine but when a consumer is buying an entry-
level wine they must still get value for their money. Therefore, it is important for wine 
estates to offer a wide range of value-for-money wines that cater for all consumers.  
7.7. REPURHASING INTENTIONS 
7.7.1. Brand awareness 
As in the case of the Nederburg wine estate, it is important for wine estates to focus 
strongly on the brand awareness of their wines. The more recognisable a wine is, the 
better consumers will remember it and buy it in the future. 
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7.7.2. Impact of quality 
There is a strong relationship between the quality of the wine and repurchasing 
intentions. Where consumers are happy with the quality of wine they will repurchase 
it in the future. It is recommended that wine estates ensure high quality wine all of the 
time as there is a direct relationship between the quality of the wine and repurchasing 
intentions. Such consumers will return to the wine estate or will look for the product in 
retail outlets and restaurants.  
7.7.3. Impact of price 
There is a strong relationship between the price of the wine and repurchasing 
intentions. Where consumers are happy with the price of wine they will repurchase it 
in the future. It is recommended that wine estates ensure wine prices that are 
reasonable at all times as there is a direct relationship between the price of the wine 
and repurchasing intentions. Such consumers will return to the wine estate or will 
look for the product in retail outlets and restaurants. 
7.7.4. Impact of customer service 
There is a strong relationship between customer service and repurchasing intentions. 
Where consumers are happy with the customer service experienced at the wine 
estate they will repurchase it in the future. It is recommended that wine estates 
ensure customer service of a high standard at all times, as there are a direct 
relationship between customer service and repurchasing intentions. Such consumers 
will return to the wine estate or will look for the product in retail outlets and 
restaurants. 
7.8. SIGNIFICANCE OF THE RESEARCH 
This research holds significant relevance for repurchasing intentions within the South 
African wine sector. In addition, the study is valuable for wine estates that operate or 
are planning to operate their own tasting rooms. The research provides insight into 
the influence of the relationship between the quality of the wine, the price of the wine 
and the customer service experience at the wine estate on repurchasing intentions. 
The research provides further insight into the experiences of the visitors to the 
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Nederburg wine estate and the inherent challenges in the wine industry. It also 
highlights the complexity and opportunities of the South African wine industry. 
7.9. LIMITATIONS OF THE STUDY 
The findings of this quantitative study are limited to the sample. The findings relate 
specifically to the experiences of the visitors to the Nederburg wine estate and 
cannot be generalised throughout the industry. However, the recommendations and 
conclusions could be considered by other wine estates, particularly if they have or 
intend to have their own tasting room. The research study identified various 
challenges that affect repurchasing intentions in the South African wine industry, and 
which need further investigation. The challenges are as below: 
 the impact of wine tourism on wine estates; 
 the impact of South African retailers on the South African wine industry; 
 whether the South African government should regulate trading hours for wine 
estates; 
 the export, domestic and tourism model as an ideal mix for wine estate success. 
The study provides insight into and guidance about the tasting room experience and 
whether the quality of the wine, the price of the wine and customer service lead to 
repurchase intentions in the South African wine industry.  
Overall, the researcher found enough evidence that there is a strong direct 
relationship between quality, price, customer satisfaction and repurchasing intentions 
in the South African wine industry.  
7.10. FUTURE RESEARCH 
The examination of the relationship between quality, price, customer service and 
repurchasing intentions was based on the quantitative data collected and analysed. It 
is recommended that in future research a more qualitative approach should be used 
for a study of this topic to get a deeper understanding of respondents’ feelings and 
understandings. 
87 
It is also recommended to duplicate this research at a lesser-known wine estate to 
investigate whether the research findings will be similar, since the Nederburg wine 
estate is a well-known and well-established estate and brand. It would be interesting 
to see whether a new upstart wine estate would have the same experience. 
It is also recommended that the research be duplicated in one of the newer wine 
regions such as Hemel and Aarde, Elim or the Swartland region which are outside of 
the traditional wine areas. 
7.11. SUMMARY 
In this final chapter, the recommendations, limitations and future areas of the current 
research project have been presented. The results have shown that there is a direct 
relationship between quality, customer service, price and repurchasing intentions in 
the wine industry in South Africa.  
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ANNEXURE A: 
QUESTIONNAIRE 
Section A – The impact of the tasting room experience on repurchasing intentions 
 
Please indicate with an ‘X’ the extent to which you agree to the following statements 
regarding the tasting room experience and how it impacts on future repurchase 
intentions.(1) stands for “strongly disagree”, (2) for “disagree”. (3) for neutral , (4) for 
“agree” and (5) for “strongly agree”. Note that there are no correct or incorrect 
answers. 
 
No. Performance Indicators 
S
tr
o
n
g
ly
 
D
is
a
g
re
e
 
D
is
a
g
re
e
 
N
e
u
tr
a
l 
A
g
re
e
 
S
tr
o
n
g
ly
 
A
g
re
e
 
1. Quality of the wine tasted was high 1 2 3 4 5 
2. Intrinsic value of wine tasted is of high quality 1 2 3 4 5 
3. Quality of wine is high in relation to the price paid 1 2 3 4 5 
4. Quality of the wine tasted was as high as those tasted at other 
wineries 
1 2 3 4 5 
5. Range of wines available was broad 1 2 3 4 5 
6. Quality of wine is important in buying decision making process 1 2 3 4 5 
7. The winery got things right first time 1 2 3 4 5 
8. Felt secure in dealing with winery 1 2 3 4 5 
9. Staff knowledgeable to answer questions 1 2 3 4 5 
10. Winery made me feel special 1 2 3 4 5 
11. Winery had best interest at heart 1 2 3 4 5 
12. Staff understood my specific needs 1 2 3 4 5 
13. Good facilities to cater for visitors 1 2 3 4 5 
14. Did not have to wait excessively 1 2 3 4 5 
15. Behaviour of staff instilled confidence 1 2 3 4 5 
16. Staff gave individualised attention 1 2 3 4 5 
17. I will search for this winery’s product when I next purchase 
wine 
1 2 3 4 5 
18. I will consider purchasing this winery’s product in the near 
future 
1 2 3 4 5 
19. I will definitely buy more of this winery’s product in the near 
future 
1 2 3 4 5 
20. I will encourage friends and relatives to buy this winery’s 
products 
1 2 3 4 5 
21. I will say positive things about this winery to other people 1 2 3 4 5 
22. I will encourage co-workers and family to buy this winery’s 
product 
1 2 3 4 5 
23. I will encourage friends and relatives to visit this winery 1 2 3 4 5 
24. The wines produced from this winery are better priced than 
other wines in the region 
1 2 3 4 5 
25. The wines produced from this winery are better priced than 
other South African wines 
1 2 3 4 5 
26. The wines produced from this winery are reasonable priced 1 2 3 4 5 
27. The wines produced from this winery are better priced that 
other wines from other countries 
1 2 3 4 5 
28. The wines produced from this winery are good value for 
money 
1 2 3 4 5 
29. The wines produced from this winery are in my price range 1 2 3 4 5 
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Section B – Biographical Information 
 
Please answer the following question by marking the correct option with an X. 
 
1. What is your gender? 
Male  
Female  
 
2. What is your home language? 
Afrikaans  
English  
isiXhosa  
isiZulu  
Other, please specify  
 
3. What is your nationality? 
South African  
Other, please specify  
 
4. What is your race? 
Black  
White  
Coloured  
Indian  
Other, please specify  
 
5. What is your age group? 
20 - 25  
26 - 35  
36 - 45  
46 - 55  
56 - 59  
 
6. What is your highest qualification? 
Matric  
Diploma  
Degree  
Post Graduate Degree  
Other, please specify  
 
7. What is your annual income? 
< R100 000  
R101 000 – R200 000  
R201 000 – R300 000  
R301 000 – R400 000  
R401 000 – R500 000  
> R500 000  
 
 
 
